


UBLIS 


« 


Z) 
BESS Pp 
ae 


Us 


Q 
Q 
Wy 
he 
2 
S 


id 


seg 
we 








JABEZ GORHAM 
and the ORIGINAL 
GoRHAM FACTORY 


A CENTURY of . 
STERLING ACHIEVEMENT 
































NE hundred years ago Jabez Gorham produced in co-operation with the United 
began to make table silver. The busi- States Government are unselfish attempts to 

ness then founded grew to be the present benefit the entire industry. 
Gorham Company rin the world’s largest Price cutting was fast destroying the faith 
manufacturers of Sterling Silverware. and confidence of both jewelers and buying 
Since 1831, Gorham has been notable for public. The Gorham Company were the first 
its achievements. Gorham has rendered a to perceive that conditions demanded drastic 
valuable service to the home-makers of a action. Therefore, to eliminate this evil, 
nation and their elders through five genera- July 24, 1930, the Gorham Policy of Price 





Maintenance was adopted and 
while being rigidly enforced, is 
receiving the whole-hearted, 
nation-wide support of far sighted, 
reputable jewelers. 


Thus during these one hundred 
years Gorham has progressed by 
service, integrity and unsurpas- 
sable quality of counsel and 
merchandise. 

Let us both continue to work 
together — aiming as the archer 
does — higher — for distance. 


tions. Gorham has always main- 
tained its leadership in the indus- 
try — aiding the retailer in his 
progress toward improved busi- 
ness conditions and prosperity. 











Such achievements as the Gor- 
ham Retail Jewelers’ Conferences 
at Providence in 1926, 1927 and 
1928 —the 1929 Sales Promo- 
tional efforts toward better retail 
selling methods and the education 
of the consumer to the desirabil- 
ity of Sterling can not be over- 
looked in the record of progress. 
The Maryland Institute Exhibit, 
the New Gorham Motion Picture 








The GORHAM Company 


Pres. Epmunp C. Mayo 





THE PRESENT GORHAM PLANT at PROVIDENCE, R. I. 













New Impulses in 


ICWCLERS. CIRCULAR 


Wat will 1931 bring 


to the jewelry trade? Our industry faces the coming year under condi- 

tions never before experienced by manufacturers or distributors. The 

past year and a half has tried the souls of even the staunchest, but we 

| have emerged with the industry still intact ; with outlets maintained and 
with the value of our merchandise stable. 

The future cannot be predicated on the experiences of the past because 
the chaotic period through which we are passing has been without prece- 
dent in business history. Fortunately, there are some fundamental prin- 

) ciples we can build on. As every period of prosperity has sown the seeds 
of the period of depression, so has every period of depression laid the 
foundation for an era of prosperity. 




















































h In times of prosperity men often become soft in thinking and in action, 
4 while in times of adversity they develop alertness of mind and clearness 
t of vision. Discouraged as many of our leaders may have been, they have 
¢ learned much in the past year and should be in a better position to lead 
, than ever before. 
. What are they going to do to /ead the jewelry trade out into the 
" open spaces of better business “just around the corner” ? 
; What are the programs of the organizations in the retail, wholesale 
and manufacturing field that will help to put their members in a sound 
’ financial condition and teach them the rules they must now follow. r 
’ Now is the time of times for leadership to manifest itself—leadership | 
in men, leadership in organization. But such leadership must not be 
based on the principle of self-interest either from the individual, the class | 
y or sectional viewpoint. It must be leadership that looks to the benefit 
“ of the trade as a whole. 
Thi leadership must be 
of a kind that will inspire courage and dissipate fear. For it is fear more 
than actual business conditions that is retarding business development 
today. The psychological background is proving a greater deterrent 
‘ than the economic background. The condition cannot be 
remedied by superficial optimism. Pessimism must first be ae 
eliminated and confidence restored. 
? Here is the opportunity for trade leadership to become mani- 


fest. Also the opportunity of service for trade organizations 
under competent leadership was never greater than now. 

While it is the duty of our leaders to come forward, it is 
the duty of every individual in the industry to do his part in 
strengthening his trade organizations, retail, wholesale, manu- 
facturing. He must also do his part to restore confidence in 
his community; put his shoulder to the wheel of business prog- 
ress; exert every ounce of energy to develop his own business 
as well as the business of his community. 

Though great is the responsibility of proper leadership, even 
greater is the opportunity that presents itself to do real work 
today and equally great the reward that will come to those who 
put the industry back on its feet. 

We stand willing and ready to back to the limit leaders who 
aggressively and intelligently take up the work that must be 
done in the next twelve months. 
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MONG the curiosities of commerce are those re- 
tailers whom hard times have made leaders. | have 
notes on this curious phenomenon dating from 1893 and 
covering the entire country. The citations are, of course, 
too intimate to put into print, but you would be surprised 
to read the names of now dominant retailers who got the 
jump on competitors during previous periods of depression. 
The explanation is simple. Most merchants as soon 
as they meet the sales resistance of a business depression 
reduce their inventories until their stocks are actually 
depleted. There’s a big difference between a depleted 
stock and a sensibly reduced inventory. 

Simultaneously, this class of merchants cuts advertis- 
ing and grows careless with displays. The personnel of 
their stores becomes apprehensive as to job security ; list- 
lessness replaces eagerness; and business slumps accord- 
ingly. 

At such moments, other rare individuals bob up and 
meet sales resistance with greater selling force. In a 
surprising percentage of instances those merchants who 
make the supreme business-getting effort in such periods 
as we are now going through work themselves into a 
dominant position, while those who curtail—stay cur- 
tailed, and seem never to quite regain their prestige. 

Every retailer is taking counsel with himself or his 
associates and because price seems to have become the 
governing thought, the question usually resolves itself 
into . . . “shall we hold our grades and prices, or shall 
we adjust our grades to consumers’ preference and use 
the price appeal ?” 

Before that question can be answered, others bob up 
as to where and how expenses can be cut, and the answer 
is usually evidenced by a reduction in personnel, skinned 
stocks, and less advertising. By and large, the curtail- 
ment becomes a curtailment of operating effectiveness. 
What should be curtailed at such a moment is the habitual 
inefficiency carried over from the preceding period of 
prosperity. 

When his firm began to feel the pinch of the present 
depression a prominent lumber, coal and building supply 
retailer called his people together and frankly told them 
that the perpetuation of the firm and the security of 
their own jobs depended upon sales, and he appointed 
everybody to the sales department right then. His re- 
cital of every employee’s striving for a sale a day is one 
of the most dramatic stories of modern retailing. [Even 
the youthful telephone operator proved her effectiveness 

so did the bookkeeper, one of those fellows who 
honestly believed, up to that time, that he couldn’t sell 


OPPORTUNITY IS HERE—GET BUSY 
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LEADERSHIP! 


By C. E. BOSWORTH 


who in surveying a nation 

reduces to the proportions of 

a small community the prin- 
ciples leading to success. 








PRIMARY MARKET 








gold dollars for ninety-eight cents. ‘There’s no depres- 
sion around that place and the sales-making habit is be- 
ing so strongly formed by everybody that it is doubtful 
whether there ever will be any depression around there. 

Every retail jeweler can adapt this idea to the present 
situation and to his own business. Hundreds of dollars’ 
worth of jewelry can be sold through the casual contacts 
of sales people as well as the rest of the personnel if they 
are made to understand that the perpetuation of the bus- 
iness and the security of their own jobs depend upon 
more sales now. Attractive merchandise can be so effec- 
tively described in the casual conversation of one evening 
that the impulse to look them over will last until the next 
day, and if the plan works with such colorless items as 
boards, coal, wheelbarrows and garden hose, how much 
more effective should it be with beautiful jewelry, 
watches, silverware and kindred stocks. ‘There’s an un- 
discovered selling effectiveness in everybody in every re- 
tail jewelry store; now is the time to dig it out and use it. 
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That, of course, is word of 
mouth advertising, the most valuable form of advertising 
known, and every advertising executive will admit that 
if he could get enough of it he would use no other kind. 
The only trouble is, this form of advertising is so highly 
selective that nobody ever has been able to get enough of 
it. But, there are days when advertising must be made 
to give business its volume and instead of curtailing the 
volume, good business practice indicates that it is only 
the ineffectiveness of much that is done that should .be 
curtailed. 

For instance, there’s a laundry out here that the de- 
pressions hit pretty hard. The first impulse was to cut 
out the expense of advertising, but upon the advice of 
counsel the expenditure per prospect was a little more 
than doubled and the business-getting effectiveness exactly 
doubled. With this laundry, the average customer sends 
$200 worth of work per year. Therefore, what the laun- 


(Turn to page 95) 
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R. ABISCH has been repairing watches for 48 years 
43, years right here in Providence’ He learned his 
trade m the Old World and his work has always been 
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The eight watchmakers of this aggressive 
jewelry institution were personalized in a 
series of advertisements that were successful 
in not only creating increased watch repair 
business, but also in stimulating a demand 
for watches. 






4d 
F was the finest 
and most effective thing we have ever done,” said J, 
LeRoy Foster, owner of the J. A. Foster Co., 67 Dor- 
rance St., Providence, R. I., when asked about the suc- 
cess of a recent advertising campaign on watch repairing. 

Through consistent advertising the business of the con- 
cern has been increased 22.25 per cent over the banner 
year of 1929. Such statistics as these point out the fal- 
lacy in curtailing advertising along with other expendi- 
tures in times of depression. 

The advertising of this firm has attracted considerable 
attention among New England jewelers during the past 
year, none causing more comment than the recent cam- 
paign on watch repairing. 

This series of advertisements was suggested and pre- 
pared by H. V. Manzer, of Providence. The entire cam- 
paign was developed around a human interest angle and 
proved that even such a prosaic subject as the repairing 
of a watch can be given a touch of romance. 

The Foster watch repairing staff consists of eight men. 
Each one was featured in an advertisement containing 
his picture and telling of his training for the work, his 
length of service and the high standard of his craftsman- 
ship. Each advertisement closed with a prominently dis- 
played line, “THEY KNOW watches... . at Foster’s.” 

The opening advertisement introduced to the public a 
veteran of 48 years at the bench. It began with the in- 
formal greeting, “Good Morning, friends, we want you 
to meet Mr. Jacob Abisch, often called “The Dean of 
Rhode Island Watchmakers.’”’ It told of his early train- 
ing in the Old Country, his long service, the high stand- 
ards of his-work, and related that he was the possessor 
of the most complete set of watchmakers’ tools in the 
state, an outfit valued at more than $1,500, “but,” we 
read, “this old veteran regards those tools with a pride 
and affection which cannot be measured in money.” 

Each subsequent advertisement carried the same infor- 
mal greeting and presented, in turn, some other member 
of the repair staff. One which was run when the World 
Series was being played capitalized the interest in that 
event to emphasize the length of the subject’s service, de- 
claring that “when Frisch, Foxx, Simmons and other 
stars of the present World’s Series were struggling with 
the first reader and men like Nap Rucker, ‘Three Finger’ 
Brown and Hans Wagner held the stage. . . A. Labbe 
had even then begun to attract attention for the excellence 
of his work and his mastery over the intricacies of watch 
movements.” 

The campaign had hardly gotten under way before 
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Says ]. LeRoy Foster, 


owner of J. A. Foster Co., Providznce, R. I., 
who through consistent advertising has in- 
creased the business of this concern 22.25 
per cent over the banner year of 1929, prov- 
ing the advantage of full advertising expen- 
ditures. 


things began to happen. Not only did watches begin to 
pour in from Providence and its immediate suburbs, but 
from more distant points as well. One watch was re- 
ceived from a large city in a nearby state and with it 
came one of the advertisements which had been torn from 
the paper. The owner of the watch was impressed with 
the story of the watchmaker who had been featured in 
that advertisement and he wanted that man’s attention 
for his ailing timepiece. 

Some of the reactions of the public were not without 
an element of humor, the most notable incident of this 
kind being found in the novel experience of the above- 
mentioned Mr. Labbe. He was walking along the street 
the day after he had been introduced in one of the adver- 
tisements. A well meaning but zealous lady suddenly 
accosted him, “Pardon me, but aren’t you Mr. Labbe? 
Oh, yes, I though I recognized you from your picture in 
the paper yesterday. Do you know, Mr. Labbe, I just 
can’t get my watch to run right and when I read about 
you I thought you were just the man who could fix it.” 


"the lady still speaking 


rapidly, started to remove her watch and hand it to a 
very nonplussed watchmaker who was wondering if he was 
supposed, by some stroke of magic, to restore her watch 
to the paths of rectitude while standing on the street. 

As one advertisement after another appeared, each one 
presenting in turn some member of the staff, telling of 
his training, emphasizing his skill, and each one closing 
with the increasingly familiar slogan, “THEY KNOW 
watches ... . at Foster’s,” the interest of the public be- 
came more and more apparent. In restaurants, in clubs, 
it was not an uncommon thing to overhear conversations 
about “Those watchmakers at Foster’s.” 

This interest was reflected in the sale of watches as 
well as in the repairing. Many buyers spoke of the ad- 
vertising, their attitude being well summarized by one 
gentleman who asked to see some of the new models, 
adding, “I came here because you people seem to have 
specialized on watches.” 

The unmistakable evidence that this idea had been 
driven deeply into the consciousness of the public was the 
basis upon which the campaign was pronounced a success, 
for it was planned to do more than accelerate the busi- 
ness of the repairing department. It was designed as 
institutional, prestige-building publicity to focus attention 
upon the store with beneficial results to the entire or- 
ganization. 
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TEA FOR 700 








Wiss Sons, Inc., jewelry 
concern of Newark, N. j., 
was recently host to 700 
prominent clubwomen at a 
tea given in a leading 
Newark hotel. The guests 
were entertained by a noted 
lecturer on table appoint- 
ments. 


H. V. Paul, manager of the 
Wiss store, who created and 
executed this prestige-build- 
ing plan. 
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One of the perfectly appointed tables set by 
Mrs. Lillian M. Gunn, table service authority 
of Columbia University, from which the 
presidents of the important women’s clubs 
served tea. 


4d 
= whole affair 


Was arranged quite simply. I found that the social lead- 
ers were entirely willing to cooperate with us and were 
pleased to secure such an interesting attraction for their 
members. ‘The tea was in every sense a purely social 
function and we believe that such an event as this is the 
best possible way to build good will,” says H. V. Paul, 
manager of Wiss Sons, Inc., retail jewelry concern at 
665 Broad St., Newark, N. J. 

Mr. Paul goes on to tell how three assets of inesti- 
mable value: Goop WILL, AUTHORITY and ACCEPTANCE, 
were safely banked as the result of a carefully planned 
merchandising campaign, put over in a manner which 
entirely eliminated even the suggestion. of commerciality. 

This concern made it possible for 700 society women 
of the State of New Jersey to enjoy an afternoon tea at 
one of the fashionable Newark hotels; it brought a well- 
known authority on table appointments to speak before 
them, and offered a private exhibit of china, crystal, and 
Early American silverware. 

“A day or so after the tea had been held,” said Mr. 
Paul, “we began to receive letters of appreciation and 
congratulation from many of the women who attended. 
Presidents of several of the women’s clubs of the State 
wrote in asking us to present a similar exhibition and 
address privately for the sole benefit of their members. 
We will be very glad to do this as in such a position we 
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will be able to definitely merchandise our goods, a thing 
which was out of the question at a public affair. In addi- 
tion to this response, many of our customers- stop in te 
tell us how much they enjoyed the tea.” 

In telling how the tea was arranged, Mr. Paul said: 
“Late in September the presidents of all the prominent 
women’s clubs in New Jersey received a letter from Wiss 
Sons, Inc., inviting them and the members of their or- 
ganizatiuns to attend an afternoon tea at the Robert Treat 
Hotel. The letter stated that Mrs. Lillian Gunn, in- 
structress in Household Arts, Teachers’ College, Columbia 
University, would speak on “The Art of Table Setting,” 
demonstrate actual settings and answer questions on the 
subject. ‘The presidents were asked to act as hostesses 
at the tea tables after Mrs. Gunn’s talk and were re- 
quested to respond, indicating the number of tickets de- 
sired. 


4d 
"has following letter 


was sent to those accepting the invitation: 


“Dear Mrs. : 

“We look forward with pleasure to having 
you attend our Exhibit and Tea on Oct. 23 as 
one of our hostesses. 

“We are sending under separate cover 
tickets for distribution to members of your club. 
May we ask your cooperation in telling us how 
many tickets will be actually used. We should 
appreciate this information at least five days be- 
fore the 23rd. 

“One more request—when you arrive at the 

(Turn to page 99) 








GIFT SECTION IMPORTANT 


4d 
The gift section 


represents an important source of the jewelry store’s net 
profits and careful consideration must be given to its man- 
agement. ‘The salespeople in our gift department do not 
try to ‘sell’ their customers; they are taught not to seem 
over-anxious about making a sale, and their every effort 
is devoted to making the customer feel at home and at 
ease.” This is the dictum of Henry Lambert, vice-presi- 
dent of the firm of Lambert Bros., Inc., Lexington Ave. 
and 60th St., New York. 

Lambert Bros. is one of the oldest jewelry houses in 
New York. After half a century on Third Avenue above 
50th St., the concern is now established in its new home, 
a beautifully decorated store with the entire second floor 
devoted to a gift department. 

“A study of the customer is always made,” continued 
Mr. Lambert, “and we try to discover as nearly as pos- 
sible the type of person for whom the gift is intended. 
This helps us to tactfully advise an appropriate present. 
However, we are very careful not to insinuate in any way 
that the customer is lacking in good taste should he or she 
desire an article not exactly fitted for its intended re- 
cipient. When a buyer’s mind is made up as to what 
is wanted, there is but one thing to do, and that is sell. 

“One thing that is required of all our salespeople, is a 
knowledge of the modern trends in interior decoration. 
To be able to say, ‘Yes, Mrs. So-and-So, this lamp will 


Henry Lambert says— 
“Three rules for a successful gift shcp are: 
(1) Up-to-date-buying; (2) Attractive set- 
ting for display; (3) Intelligent sales peopl: 
with complete knowledge of gifts, interior 
decorating and color harmony principles.” 


harmonize very well with a drawing room done after the 
Second Empire period,’ and then bring out the reasons 
why, is found. to be a great advantage. The customer at 
once sees that she is dealing with a person well able to 
advise her in the selection of gifts and this creates a confi- 
dence and reliance in the salesperson which cannot be 
produced in any other way. 

“Our stock is arranged on six tables, according to the 
price of the articles shown. The first table bears gifts 
selling at $5. Another table has gifts valued at $7.50, 
and there are others with offerings retailing at $10, $15, 
$20 and $25 and up. We find that the majority of sales 
are from the tables up to $15. “There are also two more 
tables devoted exclusively to stationery, both imported 
and domestic. 

“One important factor in the merchandising scheme of 
the store is our method of buying. In stocking the gift 
department we buy one or two of -each article, thus 
maintaining a wide variety and selection of goods with- 
out the danger of too large an inventory. We make a 
point of carrying items not obtainable in the department 


THE JEWELERS’ CIRCULAR 
for February, 1931 









SOURCE OF NET PROFITS 


stores and specialty shops, and in doing this we bring 
home to our customers the fact that Lambert Bros.’ 
gifts are unusual and rare. 

‘When the new store was first opened, we found a 
slight difficulty in getting people to take the elevator and 
ride to the second floor just to see our gift department. 
To overcome this, we moved our entire line of silver, 
Sterling and plate, and the stock of pewter, from the 
main sales floor, placing it all in a central location in the 
gift department. ‘The wall cases in the front part of 
the floor were devoted to electric clocks. Now should a 
customer desire silverware, or a clock, as the case may 
be, he must of necessity visit our gift department. 


“ 
W. find that the 


fundamental difference between the merchandising of 
jewelry and gifts, is the fact that novelty enters into the 
success of a gift department to a much greater extent. 
This is especially true of inexpensive articles, and also 
costume jewelry. One counter is exclusively devoted to 
the sale of this important item. 

‘Advertisements of Lambert Bros. appear several times 
a week in all of the important daily papers, and each 
advertisement carries an invitation to visit our gift de- 
partment. 

“To sum up: The successful gift department in a 
jewelry store requires: (1) up-to-date merchandise, (2) 
an attractive setting in which to show it, and (3) sales- 
people that know all there is to know about what they 
are selling in addition to a fundamental knowledge of 
interior decoration and the principles of color harmony. The gift section in this jewelry store is recog- 
Of course, this presupposes a careful buying policy carried nized as an important part of the business. 
out by one who is thoroughly familiar with the type of Careful management and selective buying 
clientele that the store enjoys, and one who is himself in contribute much to its success. 
touch with the lightning trends in fashionable giftwares.”’ 
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ese “OLD TIMERS" Brought 





This well planned contest not only attracted 
great interest but created clock sales and 
brought hundreds of people into this store. 


4d 
W. had more sales 


and interest in clocks in the period since the contest than 
in the entire past year!” said R. H. Riley, jeweler of 
Wellington, Kan., in describing a competition recently 
held in his store which offered as a prize a new type 
electric clock to the person bringing into his store the 
oldest clock, in running condition. 

“T put on this contest,” continued Mr. Riley, “to make 
people talk and think electric clocks, and as closely as I 
can estimate, it brought from 1500 to 1800 people into 
my store to see the clocks. We had telephone calls by 
the dozen and the publicity the store received cannot be 
measured in dollars.” 

The contest and prize were announced by advertise- 
ments in the local newspaper, and within four days, 24 
antique clocks were brought to Mr. Riley, all of which 
were ticking away and keeping fine time. ‘These clocks 
were arranged in an attractive display at the rear of the 
store and included clocks of all types, from the massive, 
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mahogany grandfather clocks to the tiniest novelty time- 
piece. Most of the clocks were of American make which 
intensified the interest in the display. 

Speaking of results, Mr. Riley goes on: “Only recently 
a representative of a large company called, asking for an 
estimate on the cost of installation of double-faced electric 
clocks for their branches—and they have over 300! 

“While the display was going on we had some of the 
smaller clocks in one of our windows with a card reading: 


“*Some Old-Timers in Their First Contest.’ 


“Beside the old clocks were displayed some new elec- 
tric clocks accompanied by the sign: 

““No Winding—Setting—Running Down—But Always 
on Time from the Central Electric Plant.’ ” 

The dates selected for the holding of the contest were 
at a time when the Fall Fair was going on and thousands 
of people were walking by the store daily. 

The winning clock, No. 1, is the propeity of W. 
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Jewelry stores in smaller communities have 
unlimited -opportunity to develop intimate 
merchandising ideas that stimulate business. 


Hughes, Wellington, Kan., and was made by Silas Hoad- 
ley, pioneer clockmaker of the United States. The entire 
movement is made of wood with the exception of the 
escapement wheel. A second prize in the form of a credit 
bill for $5 was awarded to the owner of clock No. 2, 
which was made by Seth Thomas at almost as early a 
period as the Hoadley timepiece. Mr. Riley asked THE 
JeweE ers’ Circucar to help him select the winners. 


The makers of the two 
early American prize winning clocks started in business 
together with Eli Terry in 1807. In 1813 the partnership - 
broke up and Thomas went into business for himself 
at Plymouth Hollow, Conn., this town being named 
Thomaston in 1860, after the famous clockmaker. Hoad- 
ley established himself in Winsted, Conn., in partnership 
with Riley Whiting, starting on its way the business 
which was finally to become the William L. Gilbert 
Clock Co. It can be safely stated that both clocks were 
made between 1813 and 1820. 

Other timepieces submitted in the contest included an 
English clock of old and obscure manufacture and an 
equally untraceable clock of German origin. 


There Never Was a Time 


when opportunity knocked louder at the jeweler’s door. 
With 19,000,000 homes wired for electricity, with an 
average of four clocks to the home, comes a rapidly 
growing market of 75,000,000 electric clocks—A poten- 
tial billion dollar sales volume. 





For February's 


With a brilliant social season at its 
height the coutourier has provided a 
background in fabric and design against 
which the chic jeweled creations of the 
season flash and blend to perfection. 
Color is brought to the black velvet 
gowns, now so important in fashion circles, 
with the ascendancy of the ruby and the 
diamond, the lovely matched pearls and 
the charming acceptance of romantic ex- 
pression in floral motifs. 


Photos by National Jewelers’ Publicity Association 


For Her Afternoon Tea 


This demure damsel is wearing in- 
triguing aquamarines in the long string 
about her neck. They are set off with an 
accompanying choker of aquamarines and 
diamonds. Her clinging velvet gown in 
the shade of ashes of roses is delightful 
with her carefully selected earrings, 
shoulder brooch and other jewelry. 


For Her Evening at Home 


This young matron’s first formal party 
at home gives her a delightful thrill. Every 
detail of this most important event must 
be correct. And what shall she wear? She 
has chosen a soft blue to bring out the 
blue of her gray-blue eyes and dark hair 
And to give it gaiety and brilliance she 
adds diamonds and precious stones. Her 
hair ornament and earrings are diamonds 
The choker necklace and the clips at her 
shoulders are diamonds, too, and the pen- 
dant is a lovely carved stone set in dia- 
monds. The diamond and sapphire brace- 
fets and rings with platinum mountings 
repeat the blue of her dress. 


~ 
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Social Functions 


There has never been a time when the 
artistry of jeweled adornments has had 
better opportunity for expressing person- 
ality. Fine jewelry has changed its theme 
song and with the passing of the ultra- 
modernistic has come a vogue for the ac- 
ceptance of jewelry reflecting the spirit 
of the moment as exemplified by the 
Empire and Victorian Periods—What a 
background for the artistic craftsman to 
embellish with fine workmanship! 


For Her Opera Nights 


With social functions calling her, it is 
quite fitting that pearls be worn and this 
is one of the year’s lovely necklaces, with 
diamond and emerald earrings. Color is 
brought into this black velvet ensemble 
with the ruby, diamond and_ sapphire 
bracelets and charming rings of exquisite 
design. 


For Her Formal Receptions 


Here she is—a striking brunette who 
chooses a black velvet gown for this fash- 
ionable gathering of smartly attired folk 
Its low cut back is crossed by the 
severe black straps of the velvet, and 
a diamond spray is the only flash of 
brilliance on the bodice’s front. The 
gown clings sheathlike to the hips and 
falls around her feet in full soft folds 
The diamond choker necklace-and diamond 
and emerald earrings suit her dark hair, 
while the diamond and sapphire brace!- 
and rings give still another touch of color 
to the deep rich fabric of her gown. 
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TAKE YOUR PROFITS 


What Kind of Profit in 1931—Book, Shelf or Cash? 
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IN CASH 


Move More Merchandise and 
Reduce Your Book and 
Shelf Profits 


By 
MURRAY C. FRENCH 


A a 


te 
ihe Patty, the jeweler 


beamed happily as he scanned his annual statement. 
Seven thousand dollars profit! Not bad, thought he, not 
at all bad! 

Just enough to build that little bungalow at last. He 
reached for his check book but stopped. The $500 there 
would make little impression on the month’s invoices. He 
knew that. 

How in the world could a man make $7,000 profit yet 
not have a dollar of it to pinch between his thumb and 
forefinger ? 

That was the question Don Patty put up to the Old 
Veteran on his next visit. 

“Your $7,000 profit is right out there in those cases 
and shelves,’ the Old Veteran replied after studying the 
figures a bit. “Shelf-profit I call it. That’s because 
your stock jumped fron $40,000 last year to $50,000 this 
year.” 

“But it’s worth $50,000, every cent of it,” Patty de- 
fended himself. 

“Granted. Nevertheless, that $10,000 stock increase 
has absorbed the $3,000 you had in the bank last year 
plus the $7,000 book-profit you made this year. 

“What are you in business for anyway? You'll prob- 
ably say—to make a profit, eh?” 

“Absolutely right!” Patty asserted. 

“Absolutely wrong!” the Old Veteran countered. ‘“‘Re- 
member this, Don Patty: You are in business, not to 
make a profit, but to make money! 

“There’s a world of difference between profit and 
money. A jeweler may make an actual legitimate profit 
year after year and end up a bankrupt, unable to pay his 
bills in money.” 

The Old Veteran went on to explain. There are three 
kinds of profit, said he, book-profit, shelf-profit, and 
money-profit. 

Book-profit consists of a few figures on a piece of 
paper. It represents a gain of some kind. This gain 
may be in money. It may also be in merchandise, fix- 
tures, accounts receivable, or any other form of assets, 
merchandise being usually the most variable item. 


A 
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WHAT BECAME OF THE PROFIT? 





























Jan. 1, 1930} Jan. 1, 1931 
PROGR. ccwaneexe $ 0 $ 7,000 (Book-Profit) 
Cash in Bank..| $ 3,000 $ 0 (Money-Profit) 
Merchandise ..| $40,000 $50,000 (Shelf-Profit) 





A jeweler made no profit in 1929 but had 
$3000 in the bank. In 1930 he made $7000 
profit but had nothing in the bank. How ts 
that possible? 


He allowed his stock to increase $10,000, 
from $40,000 to $50,000. This $10,000 in- 
crease in Shelf-Profit absorbed the $3000 
Money-Profit of one year and the $7000 Book- 
Profit of the following year. 


Shelf-profit is an increase in stock. 

Money-profit is the actual increase in the bank. It is 
the only form of profit from which dividends can be 
paid. 

In a general way shelf-profit plus money-profit equals 
book-profit. 

“Getting back to plain language,” continued the Old 
Veteran, “if the stock is higher the money will be lower 
just that same amount—other things being equal. 

“You are in business, you know, to make money, not 
to accumulate merchandise, fixtures, or accounts receiv- 
able, even though these things count up as assets. A 
jeweler is a merchant, a seller of things. He is dis- 
tinctly not in the storage business.” 

Patty nodded thoughtfully. “It stands to reason then,” 
he said, “that the only way I can get that $7,000 off the 
shelf and in my pocket is to reduce my stock by $7,000.” 

“There is no other way,” the Old Veteran agreed. 
“Jewelers in general have an appalling indifference toward 
bulging stocks. 


4d | . 

have had occasion 
to remind several their stocks were growing. They ex- 
plained the goods were badly needed. I protested they 
were slowing up turnover; they shrugged their shoulders: 
What’s turnover anyway! I insisted they would some 
day face a heavy depreciation; they answered their stocks 
were good as gold. 

“But . . .” The Old Veteran paused to shake a finger 
at Patty. “When I am able to convince them their 
‘good’ stock is keeping them from making any money, they 
are anxious to listen. 

“Getting back to your case, suppose, instead of re- 
ducing your stock this year, you allow it to increase 
another $10,000. Of course you won’t—but just sup- 
pose. The year’s operations may again net you a legiti- 
mate book-profit of $7,000—not at all improbable. 

“Yet at the end of these two ‘very successful’ years 
your creditors might be forced to step in and close you 
out. Why? Because your book-profit would be all shelf- 

(Turn to page 89) 
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No Fancy Names for 
Imitation Diamonds 
MITATIONS of diamonds are 


no longer to be labeled “‘diamonds”’ 
even with a qualifying phrase, accord- 
ing to the decision of the Federal 
Trade Commission in a complaint 
against a Chicago concern which it 
orders to cease using the word “dia- 
mond” and such phrases as “‘stands the 
test of fire and acid bath” in advertis- 
ing or labeling stones that are not 
true diamonds but are only imitations. 
The Commission’s order incidentally 
also forbids the concern to represent 
the goods as having “regular prices” 
in excess of what the true price of the 
merchandise may be. 

In effect, the order of the Commis- 
sion forbids the use of such terms as 
“Egyptian diamond” on glass imita- 
tions which have long been sold to the 
public under fancy names of this kind, 
and sets a precedent that may have a 
far-reaching effect on the manner in 
which such imitation gems are adver- 
tised and marketed in the future. 


Time Consciousness and 


Fine Watches 


T is the increasing “time consctous- 
ness” of the American people that 
has done so much to develop the 
popularity of the smaller types of 
watches, according to the oral state- 
ment issued recently at the Time Sec- 
tion of the Bureau of Standards at 
Washington. And the _ statement 
goes on to say that the smaller the 
timepiece, the more difficult they are 
to repair and, hence, the greater need 
for finer types of mechanism, on one 
hand, and perfection of workmanship 
on the other. The statement refers 
to the frequent time announcements 
over the radio as having helped to 
make the people “time conscious.” 
There is no doubt that the fre- 
quent radio announcements of the ex- 





act time has resulted in the public at 
large checking up on watches and 
clocks to an extent that was never 
done before in our history, and the 
broadcasting of this kind by the 
watch companies of the country has 
done much not only to make people 
time-conscious but to create desire to 
have exact time. It has done more 
than anything else to produce a real 
demand for the highest grade time- 
pieces, whether watches or clocks. 

As this “time education” is growing 
faster from day to day, the field for 
the sale of finer timepieces is growing 
more extensive and the opportunity 
for the jeweler to develop this trade 
growing greater. 

The live retailer is on the job; 
those who are not benefitting by this 
condition have only themselves to 
blame. 


@The most serious threat 
to our country today is in 
the business man of little 
faith, whose fears are played 
upon by the most silly gossip 
which poisons the air with 
absurd rumors and mean and 
malicious lies. 


@ These are the public 
enemies, and in days of war 
they would be so proclaimed, 
and in any crisis they are 
| worse than a nuisance—they | 
| are a menace. 








| @It is not like Americans’ | 
| to shudder at shadows, or | 
_ to surrender to fear. The | 
courage, faith, determina- | 
tion, grit and confidence that | 
| have made them incompar- 
| able on the battlefield have | 

never been more needed than 
| they are today. * * * * 


American Courage, Amer- 
ican Calmness, American 
Steadiness, American Grit, 
American Common Sense, 
and the coopefation of all 
classes of the people in 
creating an atmosphere of 
confidence and faith will 
hasten the day of the res- 
toration of prosperity —New 














| 
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To Fight the Catalog 
Competition 


HE wholesaling-retailing evil is 

no longer to continue without a 
fight on behalf of legitimate retail 
jewelers, and the action of the Ameri- 
can National Retail Jewelers’ Asso- 
ciation in starting a campaign against 
pretended wholesalers, fake auction- 
eers and fradulent advertisers will be 
hailed with acclaim by not oniy mem- 
bers of this association, but by the 
industry generally. 

So great has been the growth of the 
unfair competition suffered by our re- 
tailers from catalog houses (some of 
whom are really wholesalers and some 
only pretended wholesalers) that in 
some sections of the country the legiti- 
mate jeweler’s business has been seri- 
ously crippled by the flood of catalogs 
into the homes and business offices in 
his vicinity. The officers of the 
A. N. R. J. A. have been giving this 
subject serious attention, getting the 
advice of eminent counsel, and have 
requested members to send to their 
office all information pertaining to 
these practices, especially advertise- 
ments. Upon the basis of this in- 
formation they will prepare cases for 
the Federal Trade Commission to 
put an end to this vicious practice. 

The Commission will be asked to 
take up the whole subject of this 
catalog competition and lay down 
rules and establish principles on which 
such competition can be considered as 


. a violation of the Federal Trade 


Commission Act. 

The Federal ‘Trade Commission, it 
will be recalled, was brought into be- 
ing essentially to prevent unfair com- 
petition of a kind from which the 
ordinary merchant had little or no 
redress in the civil or criminal courts. 
Here is a condition where illegitimate 
competition clearly exists and it is 
hoped that the National Association 
and its attorney will be able to ob- 
tain results from the one government 
body that appears to be the most 
appropriate agency to give relief. 
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How to Do the Job 


N times of stress the air is filled 

with good advice from many 
sources telling us just what we should 
and should not do. Much of this “goes 
in one ear and out the other,” but 
here and there come words of true 
wisdom which the intelligent busi- 
ness man listens to and heeds. In such 
classification come the three points 
stressed in a recent ad of the Saturday 
Evening Post, which we gladly repeat 
for the benefit of those who have not 
seen them, viz.: 


See to it that your goods 
honestly measure up to the 
times—in style, value, qual- 
ity, utility. 

See to it that your sales en- 
ergies are planned to do the 
job, not merely keep within 
the budget. 

See to it that your advertis- 
ing is bull’s-eye in aim, sure- 
shot in appeal, siege-gun in 
amount, 


The merchant who does these 
things has both feet planted on the 
road to success. 


Restore Confidence in 
Jewelry 


T is almost an axiom in our indus- 

try that confidence is the keynote 
of success in the jewelry business— 
confidence of the customer in the re- 
tailer; confidence of the retailer in 
those from whom he buys, and the 
confidence of the manufacturer in the 
integrity of his organization and in 
the quality of the merchandise. In 
fact, confidence runs through the in- 
dustry backward and forward. It is 
a part of the woof and the warp on 
which the fabric of our business is 
woven. To preserve this confidence, 
however, no one in the industry, from 
the maker to the final seller, can af- 
ford to let down in his standards 
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Cut the Bonds That Hold Back Progress 


Editor. 


Pade 
at 








covering the quality of his goods or 
the ethics of his business practices. 
One must have confidence in himself 
as well as in his merchandise before 
he can inspire full confidence in the 
customer. 

In an address delivered in 1927 
before the National Wholesale Jewel- 
ers convention in Providence, one of 
the leading manufacturers of that 
city, while pleading for adequate 
stamping laws that would insure real 
quality in merchandise, also analyzed 
the fundamental conditions of the 
jewelry business and claimed that the 
falling down could not be blamed 
upon the consumer. “Something has 
happened,” he said, “that has de- 
stroyed, not the people’s desire for 
jewelry, for the desire is always there, 
but their confidence in jewelry, and 
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the same thing has tended to destroy 
the excellence, the originality, the up- 
to-dateness of jewelry itself.” 

He pointed out the fact that there 
are millions of people in this country 
with sufficient purchasing power to 
buy jewelry, and they want jewelry, 
but they want jewelry that is both ar- 
tistic and of intrinsic value. ‘They 
don’t want the warmed-over styles 
of the copyist, on one hand, or the 
skimped quality of the ‘counterfeiter’ 
on the other.” 

These words are truer today even 
than the day they were spoken and 
should be heeded by all those who 
are fighting to bring back business to 
the jewelry trade to the level that we 
expect it should come in 1931. We 
must realize that the confidence of 


(Turn to page 97) 








PROVEN PROFIT 





A little card file 


kept by Robert Orr, Rochester, Minn., jeweler, is the 
source of making many extra sales for him. This file 
might be classed as a “wish index” of his community, for 
in it are recorded all the spoken desires of his patrons 
made within his hearing. 

In due season these wishes are revealed to the proper 
persons, as this man Orr, while he is fairly young, has a 
most practical mind. 

To show how it works. A doctor and his wife were in 
the store for some minor repair job. The doctor men- 
tioned that he might be in the market for a watch soon. 
That was a tip for the wife, so when she was privately 
looking over the men’s watches a few days later she 
evinced a desire for a certain type of watch for herself. 
Here were two prospects. Down on the card file went 
the information, plus the birthday dates. | Result—two 
watch sales and two pleased customers. 

Brides will often say that they hope that this and that 
will be included in their prospective gifts. Later, when 
this information is repeated in the right way to an inter- 
ested friend, both the bride and the friend are convinced 
of the friendliness of the store. 

A letter to, or a call on a husband, advising him of a 
coming birthday or anniversary, with a definite gift sug- 
gested, is considered a real service by the trade. The 
slight cost of the book, plus the effort made in securing 
the data, makes it the very best kind of high grade per- 
sonal advertising. 


Severst lowa jewelers 
have jumped their fountain pen sales considerably through 
having a good showing of pens in a display case at or near 
the watch repair counter. In the W. H. Potts store, 
Mason City, Iowa, a large case, with a good display of 
pens and pencils, stands between the customer and the 
watch repair department. Many articles have been dis- 
played in this case from time to time, but none has 
proved to be as prolific or persistent cash register per- 
formers as the pens and pencils. 

When the Booth-Joseph Co. remodelled their Waterloo, 
Iowa, store, a glass-covered, box-like display case a few 


These are practical days. Ideas that will 
move goods for somebody else may move 
goods for you. Try some of these—the 
best of the month selected by our field 
editor following his recent trip into every 
state in the Union. 


inches deep was set in place at the counter where all watch 
and jewelry repairs are received. The pen and pencil com- 
partment attracted more sales than the watch bands, 
strange as it may seem. 
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The Siebke & Taylor Co., Cedar Rapids, Iowa, tripled 
their fountain pen business when they moved the small 
display case from the rear to the front of the store. This 
move awoke the firm to the realization that they had 
long been missing a great many sales. And cash sales, too. 
With very little effort, the pen business has developed 
into one of the most profitable departments in the store; 
that is, net profit on the amount invested. 


The number of people 
who neglect to call for their watch repairing is amazing, 
finds Otto Mueller, Wausau, Wis. As a reminder, he 








mails a postcard to each immediately on the completion of 
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By 
Harry R. Terhune, 
Field Editor 


To Get the February Money 








the job. These cards have a picture of the store on one 
side, so serve their advertising purpose. 

A table with sundry odd pieces of silver marked at half 
price has proved to be a good way of keeping the stock 
clean. 


Pew little words 
written by hand on the lower left hand corner of bills 
which are somewhat overdue is producing the desired 





effect. "These words, used by a middle western jeweler, 
are, “Is this account right?” Good accounts respond to the 
thought, where they would feel offended if an aggressive 
message requesting payment were sent them. 


A rather interesting 
selling slant was brought to light in a chat with Walter 
Von Korff, Davenport, Iowa, jeweler. It seems that 
Mr. Von Korff had had several years’ department store 
experience. Seeing salesgirls make regular sales of $300 
and $400 jewelry articles, while only knowing a smatter- 
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ing of the merchandise, led him to investigate the practi- 
cability of not going into too much detail when making 
a sale. Ifa piece of machinery, as an automobile, can be 
sold without lifting the hood, then a watch should be sold 
by precisely the same method. 

A case was cited where a woman was buying a wrist 
watch for her husband. She came, asked for a particular 
priced make. The sale was a wrap-up. Too much talk 
on the wonderful fineness of this much advertised $75 
timepiece decided her that it was too delicate for her man. 
A clear case of overselling. 

What people are interested in is, “Is this what I want 
to have?” The ability of the jeweler in assuring the 
trade in this point is most necessary. Here is where his 
reputation for trustworthiness and reliability comes to the 
fore. Discretion must be used “in lifting the hood.” 


dd 

Jewelers should pay 
more attention to the dressing of their act,” said Louis 
Esser, Milwaukee, Wis., as he indicated the bronze 
screen door just being taken off for the winter. “That 
door cost me $265. It is worth it. A $3 door would keep 
out the flies just as well, but it would not draw the cus- 
tomers in.” 

Then this expressed thought in a large measure re- 
vealed the reason for the steady growth of this fine store: 
“The regular business keeps coming, anyway, but it is the 
sale of the occasional large piece that puts the store over. 
There has been a continually growing appreciation of the 





better goods by Milwaukee people which is decidedly 
gratifying to one endeavoring to supply that want.” 


aie an idea or two 
from Homer’s, Inc., Boston, Mass., on its advertising 
policy. 

Sensational copy is never used. The best results are 
obtained through confining the text to a description of the 
article, a cut and a price. People do like to see cuts and 
they are interested in prices. 





Fine Jewelry Reflects Renaissance 


Continental Europe and Amer- 
ica join hands in the universal 
acceptance of luxurious jewelry 
to be worn with the casual and 
semi-sports apparel. 

The playgrounds and watering 
places of Europe as well as South- 
ern North America have definite- 
ly put the stamp of approval on 
romantic types of stones, carv- 
ings and settings and the theme 
of the Renaissance is exploited in 
all adornment for the year of 
1931. 

This apparent situation places 
the precious stone jewelry in a 
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By MADAM 


class by itself and leaves the pop- 
ular priced pieces to the will and 
merchandising of those who cre- 
ate them. 

Therefore, manufacturers and 
retailers of luxurious pieces have 
no need of re-creating new 
motives beyond the Empire and 
Stuart periods. History and de- 
sign handed down from the French 
Court leave a wealth of expres- 
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Theme at Fashionable Southern Resorts 


HAMILTON JEFFRIES ; RTECS diamonds and sap- 


phires. 


sion and an opportunity for most 3. Clip pla with demands. 
4. Bracelet and necklace of matrix and gold 


unusual and effective decoration echincnenbdiiaianceh 
for the use of the clever crafts- 5 Clip pin of diamonds and sapphires with flower 
man. centers of ruby and onyx. 


Contrast being most important Cae 


. 7. Clip pin with diamonds and emeralds. 
this sean, the use of both pastel 8. Ring with kite shaped emerald and diamond 
and vivid tones allows a great with diamond set shank. 
leeway for the artist to combine 9. Wedding ring. 
unusual effects and bring out 10. Sports watch of white and red gold with 


l liti " | leather wrist band. 
tona qua Itles by the metals and 11. Necklace of carved jade and gold links. 


. their assembling. 12. Baguette watch, diamond set. 


13. Clip ornament with diamonds and colored 
stones. 
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Rules for Checking Your Business 


Credit your business with 10 points in the 
four classifications for each of the 10 ques- 
tions that can be answered with “YES”; only 
five points for any other answer except a 
What is the 
present rating of your business in profit and 


“NO”, which has no points. 


loss? 


YOU CHECK 


















PROFIT AND LOSS 


110 





l. Do | know the 


actual cost of each item of my merchandise 
stock ? 


2. Do I know the total amount of money 
I have invested in my stock during a year? 


3. Do I know the total amount of money 
spent for overhead expenses, including ad- 
vertising-and any possible credit losses, etc., 
during a year? 


4. Do I add a per cent—based on the 
total expenses divided by the total original 
cost—to the price of each item and then add 
my reasonable per cent of profit to the orig- 
inal cost—which should be a delivered cost 
—to determine my minimum selling price 
for each item? 


5. Do I know my total gross sales for 
regular intervals of time during each year? 


6. Do I take an accurate inventory of my 
stock of merchandise at least once each quar- 
ter, checking also my complete stock “turn- 
over’? 


7. Do I keep on a constant lookout for 
losses so they may be remedied and pre- 
vented in the future? 


8. Do I take advantage of all the dis- 
count offers in buying my merchandise ? 


9. DoI personally treat my business in a 
businesslike way, rather than as a constantly 
available supply of personal money ? 

10. After knowing all the possible sta- 
tistical data concerning my business, do I 
make my plans for the future upon an in- 
telligent, sane knowledge of past experi- 
ences and reasonable future business pros- 
pects? 








POINTS 





SALESMANSHIP 














1. Do I know what items or groups of 
items bring the greatest amount and also the 
greatest per cent of profit during each year? 


2. Do.I endeavor to improve the sales on 
those items that are merely the average or 
below in the annual amount and per cent of 
profit ? 


3. Do I eliminate those items or groups 
of items that neither directly nor indirectly 
bring nor can be made to bring a profit to 
my business ? 


4. Do I cooperate with the different 
manufacturing firms in advertising and in- 
creasing the sales on their merchandise in- 
cluded in my stock? 


5. Are the quarters 


for my business clean, light, attractive and 
up-to-date? 


6. Do my customers return because of 
previously satisfactory merchandise and 
service? 


7. Do I know why those who do not re- 
turn, go elsewhere, and then try to remedy 
the situation so far as it is within my power? 


8. Do I sell my merchandise from the 
point of view of my customers? 


9. Do I study and then use the sugges- 
tions and information gained from my trade 
publication ? 


10. Do I, myself, and all the salesforce, 
thoroughly enjoy selling my merchandise to 
the public? 





POINTS 
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UP—OR OUT? 


This self-analytical questionnaire has been 
designed to give you an approximate estimate 
of your business, affording an opportunity to 
study its strong points and improve its neg- 
lected phases. Study it carefully by check- 
ing up the high and low points and profit 
from what you learn. 
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POINTS 
ADVERTISING 





i ii 
[. Do | advertise | 
my business regularly and often in profit- 
able channels? 


2. Do I study the different types of peo- 
ple who pass and those who might pass my , . | 
display windows during each day, week or 
month and then prepare my window dis- 
plays to make the strongest possible appeal 
to them? 


3. Do I know in approximate figures or 
per cents the actual returns or profits from 
the different forms of advertising I use? 


4. Do I eliminate the unprofitable forms 
of advertising ? 





5. Do I place my largest per cent of ad- 
vertising investment in the form that brings 
or will bring—if done well—the best re- 
turns and profits? | 





my business records free from any charitable 


6. Do I keep my advertising account in | 
or community-spirit expenses ? | 
| 
| 


7. Do I tie up closely together my three 
most common forms of advertising—news- 
paper space, window displays and interior 
displays ? 


8. Do I study the advertising of other 
local and out-of-town firms, to improve my 
own? 


9. Do I have a seasonal, attractive and 
result-getting variety to my advertising? 


10. Is my advertising a distinct credit to 
my business ? 








COMMUNITY GOOD WILL 


POINTS 





bas ba 








1. Do I have an account, independent of 
the advertising budget, or any other budget 
item, for the sole purpose of creating good 
will in the community toward my business 
and for charity? 


2. Do I cooperate with other local mer- 
chants and organizations for maintaining a 
strong community interest ? 


3. Do I belong to lodges, a church, a 
luncheon club or any other community or- 
ganization and do my unselfish part to 
develop and maintain a strong community 
interest ? 


4. Do I link up my business to tie up as 
closely as possible with the community plans 
and activities to profit from them? 


5. Do! specialize 
in sincerely making friends with the mem- 
bers of my community? 


6. Am I always optimistic in my attitude 
toward local business conditions, refraining 
from discouraging criticisms? 


7. Do I buy merchandise for my personal 
use—aside from what I have in my own 
business—in the local community when at 
all possible? 


8. Do I emphasize quality merchandise 
and service for the money rather than cut- 
throat competition ? 

9. Do I avoid personalities in my per- 
sonal conversation with customers and in 
my advertising plans? 


10. Do I hold myself above any jealousies 
or ill will in either a personal or a business 
way? 
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C. D. Anderson 
Says: 


“The time to deter- 
mine a person’s ability 
to meet his payments 
is before credit is 
granted.” 


4d 
A good credit risk 


is the man who owes few bills and has had little trouble 
paying them,” believes C. D. Anderson, manager of the 
Anderson Jewelry Co., Salt Lake City and Ogden, Utah. 
“But try and find that perfect account. Sixty per cent 
of the people who open accounts with us are found to be 
overestimating their ability to pay. They want an account 
with us and they want one with our department store 
neighbor and it looks easy to go in and charge things, 
but they find paying for them a different proposition.” 

Despite this ultimatum Mr. Anderson blames the credit 
managers for most of the outstanding accounts they hold. 

“Everybody is honest until he finds himself overob- 
ligated. Then he gets desperate and either declares him- 
self into bankruptcy or skips the country. They don’t 
become dishonest until they take on too much. On 60 
per cent of our accounts we find the people have over- 
estimated their ability to pay. And 85 per cent of these 
are honest and desirous of doing the right thing, while 
the remainder must be persuaded with difficult effort to 
pay up their accounts. ,At that about one-half of this 
remaining 15 per cent end up with legal action being used 
against them. 

“The time to determine a person’s ability to meet his 
payments is before the account is granted! The infor- 
mation, though it isn’t always possible, should be obtained 
from records several years old. If a man’s credit rating 
is obtained only for several months back it may prove 
excellent and that very man may give us the greatest 
trouble. Usually if a man sets out to beat a dealer he 
is able to present -a perfect record for he has planned it 
carefully. The good 
credit manager will go 
back beyond this pres- 
ent good standing. If 
a man has several de- 
linquent accounts he 
gives a record of only 
the good ones. 

“We gage our ac- 
counts mostly on a 
man’s earnings. If he 
is receiving a salary of 


$35 a week and has 
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Determine Ability to 


Now ts the time to re-grade every 
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nine outstanding accounts we can readily see that assum- 
ing another one would be out of the question. If a man 
asks us for a $75 contract and he owes possibly $150 on 
other accounts our credit man, if he is a good one, will 
find this out before the merchandise is delivered. 


f the merchandise 
must be repossesed we do it as quietly as possible. Usually 
the credit manager makes a trip to the debtor’s home or to 
his place of business and asks him to give up the merchan- 
dise willingly without further expense. Of course if he 
refuses we place the matter into legal hands without 
further delay. 

“Bankrupts are not as much of a problem as skips in 
the credit business. When a man declares himself into 
bankruptcy he usually does it to continue with his posi- 
tion and eventually pays off what he owes. But the skip 
is difficult because it is hard to determine just where he 
will eventually land. If we can locate a skip in some 
other city we usually get in touch with a member of the 
jewelers’ association in that city and transfer the account 
to him. For this reason we take exceptionally good care 
of accounts transferred to us. If we give our best time 
and effort to the other fellow’s account, he is going to 
reciprocate when one of our accounts goes to him.” 
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Established accounts 


are apt to be too heavily loaded says 
Mr. Anderson. A man may be honestly 
trying to take care of his accounts on time 
but if his family is continually running 
the bills still higher there isn’t much chance 
that this man can “swim out” no matter 
how hard he tries. Mr. Anderson believes 
that the credit man who keeps his eyes on 
such families is not only doing a great deal 
more for the store but is doing that man a 
great favor as well. ‘“We have one account 
which would be continually overdue if the 
wife were not watched. ‘The husband 
makes about $200 a month and has several 
other accounts besides the one at our store. 
They are honest enough and willing to 
pay their bills on time if they just had the 
money. But they haven’t, and yet the wife 
would readily run their bill here up to 
$150 and still have the slows! 

“We watch these people. I waited on 
this woman recently when she came in to 
purchase a $15 pen and pencil set. I knew the account 
was overdue and so when the selection was made I cour- 
teously asked—‘‘and you owe now how much on your 
account?” She promptly told me and we went back to 
the office to look at her cards. These showed two slows 
and I explained to the woman that she was $10 behind. 
Then I suggested that she pay a small deposit on the new 
purchase and leave it until she could reduce the balance 
of her account. She did! But it takes tact and a cour- 
teous firmness to convince them.” 

Every purchase made on an account is delivered through 
the office of this jewelry company for just this purpose. 
“Every item of merchandise purchased on credit must be 
okehed by the credit manager before it can be delivered 
to the purchaser. In this manner he is able to keep 
down possible overobligations and can gage the person’s 
buying if he is not able to gage his ability for himself. 
Perhaps the customer wants a $100 diamond but is really 
only capable of buying a $50 one at the time. The credit 
man knows this and suggests our principle of exchange. 
That is he advises the man who purchases the $50 diamond 
now to exchange it for its original value on the more 
expensive one when the former is paid for. Most of our 
trouble we find can be traced to the fact that the amount 
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customer, says credit manager of this Utah Jewelry Company 
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Mr. Andersen believes that the 
credit man who keeps his eyes on 
the man who overbuys is serving 
not only the store but the cus- 
tomer as well. 





of a person’s salary and the amount of the obligations he 
is willing to assume do not balance. 


M.. Anderson estimates that 
15 per cent who ask for credit are good for that credit 
on paper. But he assumes that they are all good until 
they reach the office and then he finds that the majority 
of them, when information is checked against them, are 
good for only 75 per cent of what they purchase. “At 
the time of rating they may be excellent credit risks and 
before the account is well established they may be owing 
back bills on every one of the references given. 

“The jeweler who 
opens advertising his 
store as a credit place 
may think that all he 
has to do to make 
money is to advertise 
the fact and sit back to 
let the business roll in. 
But he’s wrong! The 
fellow who opens up 
with a promiscuous 
granting of credit will 

(Turn to page 91) 



































Monday is_ the 
first selling day 
in February. The 
1931 Forward March 
Campaign is under 
way. Better business 
days are ahead. 
Amethyst is the 
birthstone. Display 
and advertise ame- 
thyst jewelry. 


Continue to build 

public interest in 

amethysts by fea- 
turing them in your 
advertising. Add to 
your birthstone jew- 
elry display a neat 
card giving interest- 
ing facts about ame- 
thysts. 











Be ready with a 

display of  ster- 

ling silverware. 
Use your windows as 
silent salesmen and 
tell the public in 
your advertising why 
it should buy sterling. 
Set a table,in vour 
store. 











“A diamond a 

day keeps the 

red ink away.” 
Feature diamond set 
jewelry in your sales 
campaign today. A 
carefully arranged 
window display of a 
few fine: pieces will 
arrest ‘public. atten- 
tion. 


ing your pros- 

pects in electric 
clocks? Don’t miss 
this sales opportuni- 
ty. Stage an old clock 
contest similar to the 
one described in this 
issue. It will create 
interest in electric 
clocks and build pres- 


t Are you interest- 


Saturday is sales 
7 special day. Of- 

fer slow moving 
stock at reduced 
prices. A price table 
properly advertised 
will lead in more 
people and usher out 
more merchandise. 
Try this plan and see 
how it works. 





Lincoln’s _ birth- 

day is just ahead. 

Here is a sales 
opportunity. Prepare 
a Lincoln window 
display with jewelry 
and watches grouped 
about patriotic sym- 
bols. A photograph, 
with flags, and a copy 
of the Gettysburg ad- 
dress may be used. 


tige and sales. 
Continue the 
Lincoln win- 


10 dow display 


but change the mer- 
chandise showing. An 
interesting advertis- 
ing story should be 
ready for your local 
newspapers. Tie it up 
with your window 
display and offer at- 


tractive values. 











Introduce the 
l public to 

your St. Val- 
entine’s Day window. 
Symbols of love— 
Cupids, red hearts 
for background and 
fine jewelry for the 
display. Appropriate 
window cards should 
urge jewelry as Val- 
entine gifts. 





On St. Valen- 
| 4, tine’s Day 

use heart 
shaped price tags. 
Carry the idea into 
your store decora- 
tions. Advertise the 
event, featuring jew- 
elry and silverware. 
Make your store 
headquarters for ap- 
propriate gifts. 


Plan ahead 
. | and have 

ready a col- 
lection of old jewelry 
and watches of the 
Lincoln périod. Dis- 
play it in contrast 
with some of the lat- 
est creations. Invite 


the public to loan 
articles for this dis- 


play. 












b 
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Start the 
l 6 week with 

an advertise- 
ment featuring gifts 
for the home. Offer 
specials from your 
gift section stock and 
illustrate them in 
your newspaper copy. 
Show book ends, 
table lamps and other 
suitable merchandise. 
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Build up in- 
17 terest in your 

stock of fine 
perfumes. Here is an 
excellent opportunity 
for the enterprising 
jeweler. A window 
display and attractive 
advertising will help 
your sales sheet. 





Send out a 
l letter to your 

mailing list 
centering attention on 
the week-end sale 
you are planning for 
next Saturday. Offer 
some of your slow 
moving stock at spe- 
cial prices. Get after 
your delinquent col- 
lections. 





Be ready 
2 l bright and 

early with a 
novel window display 
of special offerings. 
Make this a big sales 
day. Use price tables 
for some of the slow 
sellers. Feature silver 
plated ware in your 


Washington’s Birth- 








day window. 
Send out let- 
ters to a se- 


20 lected list 


calling attention to 
your stock of fine 
stationery, gold and 
silver pencils and 
fountain pens. A 
window display will 
accelerate sales. 








Instruct your 
26 salesmen’ to 

make a spe- 
cial effort to sell 
watch attachments. 
Display and advertise 
some of the latest de- 
signs. A little extra 
effort will be worth 
while in dollars and 
cents. 





Do not neg- 
l lect your re- 

pair depart- 
ment in your adver- 
tising. Feature wrist 
and pocket watches 
in window displays 
and advertise your 
service to the public. 
Read the article in 
this issue for sug- 


advertising to 
your week- 


y. () Devote your 


end sale showing il- 


lustrations of articles 
to be offered and 


quoting prices in 
your copy. 
some 


Select 
“leaders” - and 
plan to move out old 
stock. 





gestions. 

Spring is just 
y 3 ahead. Show 

the new cos- 
tume jewelry. Do not 
let department stores 
get all this business. 
Call attention to the 


fashionable _ spring 
and early summer 
fabric colors with 


appropriate jewelry. 


Give your 
24, stock of fine 
china and 
glassware first place 
in window displays. 
An interesting illus- 


trated advertising 


story will help in- 
crease sales and build 
store prestige for this 








Make your 
y i newspaper 

copy invite 
them into your store 
to inspect and buy 
your stock of mesh 
bags. New designs 
for the spring and 
summer trade should 
be featured. 





merchandise. 
On Saturday, 
the last day 


yi o of the month, 


offer specials at re- 
duced prices to make 
room for new mer- 
chandise. Feature 
fine pocket and wrist 
watches in your win- 
dows and advertising. 
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IM TELLING YOU— 


FACT OUTRUNS FICTION 


THE COUNTENANCE DISCOVERED SOME YEARS AGO 
FORMED BY THE BACK OF THE HEAD AND HELMET 
OF THE STATUE OF PERSEUS, CELLINI‘S MASTER- 
PIECE, WHICH STANDS IN THE 
LOGGIA DE LANZI, FLORENCE, 
HAS BEEN IDENTIFIED RY SOME 
AUTHORITIES AS A LIKENESS OF 
CELLINI HIMSELF, . 








A SOLID GOLP RING WEIGHING OVER A POUND 
| WAS PRESENTED To FRANKLIN PIERCE, 14% 
my y PRESIDENT OF THE UNITED STATES, BY SOME 
AN ALARUM RED - CALIFORNIAN ADMIRERS IN I®52. ON SQUARE 


Vv 
ORE BISPLANED Ay Tue © SURFACES CUT ON THE CIRCLET ARE A SERIES 
DUNIVERSAL EXHIBITION OF OF DESIGNS INTENDED TO PRESENT AN 
1$51, WHICH TURNED OUT EPITOME OF CALIFORNIAS EAQLY HISTORY. 
ITS OCCUPANT AT WHAT-— 
EvER TIME HE HAD SET 
THE CLOck. IT WAS 
PERFECTLY NOISELESS, 
AS THE ALARM DID NOT STRIKE BUT 
GENTLY TILTED THE SLEEPER INTO 
AN UPRIGHT POSITION 











IN THE (6™ CENTURY THE 
HINDUS IN INDIA TESTED RUBIES 
BY TOUCHING THEM WITH THE 
TIP OF THE TONGUE, THE 
COLDEST ( DENSEST) BEING 


HUGE BLOCKS OF AMETHYST ENLIVEN SOMB DULL ine CONSIDERED THE RES t+ 


STONE WALLS ON CONNECTICUT FARMS. THE STONES 
HAVE NO GEM VALUE BUT NEVERTHELESS ARE 
AMETHYST CRYSTALS SIMILAR, MINERALOGICALLY 
Tb THOSE FOUND IN BRAZIL AND URUGUAY (a 
AND THOSE IN THE GEN TRADE. re 
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STEADY BUYING 
STEADIES BUSINESS 


a business is attained by steady buying . . . frequent 


















buying for immediate needs as they arise. It is our business to carry 
stocks that will enable you to do this kind of purchasing. If your busi- 
ness is steady and our business is steady, each of us not only safeguards 
his own interests . .. but at the same time does his utmost towards lay- 
ing the foundation for 1931 prosperity. 


We counsel, therefore, that you definitely avoid anticipation of 


your 1931 merchandise requirements. We advocate watching stocks with 
unusual care. Keep them fresh and clean, with enough merchandise to 
satisfy demands. This, backed by intelligent management and alert 
salesmanship, will assure steady business. 

Stein & Ellbogen Company's representatives are again in the 
field to assist in your merchandising problems. Ask them to examine 
your stocks with you. Their counsel will be found yaluable in keeping 
your inventory low and active ...and in forecasting the most salable 


merchandise during the season immediately ahead. 


STEIN & ELLBOGEN COMPANY 


DIAMOND CUTTERS . . . IMPORTERS AND DISTRIBUTORS OF JEWELRY 
55 EAST WASHINGTON STREET . . . CHICAGO, ILLINOIS 








ae > r tn YS ee 








February, 1931 


CIRCULAR 


Fa 
< 
fl 
5 
fa) 
- 
ic) 
rr} 
= 









) 
; 


Inventories Down 






























“W. work on the policy ranges above are complete on solitaires but not on the 
of not being an exclusive store,” said an executive in a other goods, where they vary considerably by seasons.” 
large New England jewelry concern. ‘We are a large- In the last few years there has been a great increase in 
city, popular-priced jewelry house, which does not do an the use of the exact price. The five and ten cent stores 
installment business. The average price of a diamond have helped. They might carry goods for one cent, two 
ring sale is $200. We carry a stock of diamonds which cents, etc., but instead they sell three for five cents, or 
is complete—up to $1,000—and have six to a dozen rings five for five cents, keeping the price definite. It is true 
that are up to $2,500. Our diamond turnover in 1928 of many lines—men’s suits for $50, sugar at so many 
was 1.66, and in 1929, 1.25. Our diamond business is pounds for one dollar, for example. But generally speak- 
about 80 per cent. diamond solitaire rings, though this ing it is less true in higher priced articles—automobiles 
percentage is larger for 11 months and smaller in Decem- are $985 (to get under $1000 to be sure), but also $2100 
ber. instead of $1000 and $2000. This condition is due also 

“We think that most people come to us with some idea to the fact that these companies usually have only a few 
of what they want to pay for a diamond. The lowest prices and not a complete line of prices. 
price to be paid—the more definite the idea is; the higher 
priced, the less definite. Thus a young man buying an i) 
engagement ring will frequently plan to spend exactly Detinite prices make 
$100, and we find it hard to make him spend $25 or $50 customers less apt to try to break a price. If a ring is 
more. He frequently has just that much cash with him, marked $525, a customer is more likely to say, ‘Here’s 
or has saved just that much, or has allotted just that $500 cash,’ than he is to say, ‘Here’s $475 for a $500: 
amount for this purpose. ring.’ It is more awkward for the customer to suggest 

“However, the man who comes to spend $500 is more a break in price and our reply is more forceful—‘We plan 
easily raised to $600. His ideas are less definite. If he the best values that we can possibly give for $500 and 
can spend $500, he seems usually more open-minded and cannot break this price.’ And we do plan to have at every 
ready to be shown the desirability of spending more. He individual price range the best values that we can give. 
is less likely to pay cash down, but will usually have a “We think that this policy of definite price fits our cus- 
bill sent him, which allows him to anticipate. tomer’s ideas and enables us both to start a sale on the 

“Up to 10 years ago we always used a definite mark-up right level. Our salesmen usually are able to fairly soon 
and if a ring figured $91 or $432, we sold it for that. get some idea of what amount a customer has in mind 
Now, however, we plan to buy so that our goods will paying. Then we can show a good selection at that price, 
sell for a definite mark-up $50, $75, $100, $125, $150, fairly early in the prospective sale. We eliminate lower 


$175, $200, $250, $300, $350, $400, $500, $600, $700, priced rings at once, keeping before the customer, rings. 
$800, $900, $1000, $1200, $1500, $1700, $2000, $2500. priced at what we believe he has in mind, and the next 


“We divide our stock into solitaires, three-stone rings, higher price. 
fancy rings, bracelets, bar pins, brooches pendants, “dia- “Here enters the only weakness in the whole policy of- 
mond wedding rings and diamond watches. The price (Turn to page 93) 
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From passion and from care kept free 

Shall Pisces’ children ever be 

Who wear so all the world may see 
The amethyst. 


This quotation from 
the poem “Zodiacal Gems,” included in Dr. Kunz’s 
famous work, “The Curious Lore of Precious Stones,” 
expresses the sentiment behind the natal stone of February. 
Yet another poet identifies February’s gem thus: 


In fitful February it’s a verity 
The Amethyst denotes sincerity. 


February’s gem has been the subject of many other 
poetical sentiments, for it is one of the best known as well 
as one of the most beautiful and least expensive of pre- 
cious stones. 

It has been the subject of tradition and sentiment for 
ages past, and all people, in all times, have accepted it as 
the authentic stone of what is now considered the second 
month of the year. Nearly all of the old races considered 
it as associated with the zodiacal sign of Pisces which 
governs the period of February 21 to March 21, although 
an old Spanish list of gems associates amethyst with 
Aquarius, the sign governing the time of January 21 to 
February 21. But even this puts it wjthin our second 
month. 

Among the ancients the amethyst was considered under 
the control of Jupiter and the gem was in great demand 
among the heavy drinkers of the Greek and Roman times 
because of the belief that wearing an amethyst would 
prevent drunkenness despite over-indulgence in liquor. It 
was also accredited with the power to expel poison and 
exert a beneficial effect on business affairs and, in addi- 
tion, was a talisman for those who went into battle. 

In more modern days, the amethyst has been popula 
because it was the most beautiful gem of the quartz group 
and, therefore, not expensive. 

Among the properties of the amethyst are: 


Hardness 7; 
Specific G ~»ity 2.65 to 2.66; 
Index of Rey, ‘ion 1.544. 


It is found all over the wort. ‘ small or large quanti- 
ties, but the greater number of amethysts in the American 
market today come from either Brazil or Uruguay. In 
fact, the ordinary amethyst of medium grade is designated 
as the “Brazilian” amethyst, while the rich, dark purple 
stones are known as “Uruguay” amethysts, sometimes 
improperly termed “Siberian” amethyst. Some beautiful 
amethysts are obtained in the Ural Mountains and the 
finest of these specimens have been sold as Siberian ame- 
thysts. Many beautiful amethyst pebbles have been found 
in the gem-gearing gravels of Ceylon, but not in sufficient 
quantities to make them of real commercial importance. 

In the United States, a fair amount of good amethyst 
of reddish purple hue have been found in North Carolina 
and Virginia, while amounts of gems suitable for cutting 
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Zodiacal Sign—Pisces (The Fishes) 
Significance—Sincerity 

Associated Flower—Pine Needles 
Especially suitable for all kinds of jewelry. 


have been found in Pennsylvania in Chester, Delaware 
County, and some fine specimens have also been found at 
Deer Hill in Maine and in Nova Scotia. However, as 
said before, the chief sources of supply are Brazil and 
Uruguay, the next in importance being those from the 
Ural. 

Amethyst of fine color are always in demand in jewelry, 
but the pale color or patchy color stones are almost value- 





Rough Amethyst Crystals from North Carolina 


less. In ancient times, amethyst was often used for seal 
stones and engraved with various devices. It was also 
fashioned into larger objects, as, for example, the bust of 
Trajan carried off by Napoleon from Berlin. 

The quartz amethyst is sometimes referred to as 
“occidental” amethyst to distinguish it from “oriental” 
amethyst, which is purple corundum. The oriental ame- 
thyst, of course, being of the same group as ruby and sap- 
phire, is much harder and heavier than the quartz and 
necessarily much more valuable. However, the corundum 
crystals are rarely found having a distinct purple color, 
and oriental amethyst plays a very small part in trade 
and commerce at present. It is therefore unlikely it 
will be confused with quartz amethyst by the retail jew- 
eler, but distinction can be easily made by determining 
the hardness and specific gravity of the gem under con- 
sideration. 

Violet fluor spar, sometimes known as “false amethyst,” 
while very much like the amethyst in appearance, is much 
heavier and very much softer, being but 4. in the scale of 
hardness. 





oO 


2 


THE JEWELERS’ CIRCULAR 





February, 1931 





ll 


DIAMONDS 





STERN BROS. & CO. 


2 West 467 St, New York 


Diamond Cutting Works 
68 Hunters Point Av enue 
-. Long Islano City.. 


Chicago Amsterdam: 16 Sarphatistraat 
31 North State Street Antwerp: 48 Rue Simons 











ll 


ESTABLISHED 1868 





J 





Hl 





IMPORTERS d 
AND CUTTERS 
OF 


ill 

















Reviews Conditions of Diamond Production 


Sir Ernest Oppenheimer Tells of Factors Which Have Stabilized Diamond 
Market at Annual Meeting of the DeBeers Consolidated Mines 


Lonpon, January, 4.—While the shareholders of the 
DeBeers Consolidated Mines, Ltd., will find considerable 
satisfaction in Sir Ernest Oppenheimer’s review of the 
diamond situation given at the annual meeting at Kim- 
berley, Dec. 15, members of the diamond trade at large 
will find even greater satisfaction in Sir Ernest’s summary 
of the situation, and his ex- 
planation of how threatened 
disturbances of the dia- 
mond market by the out- 
break of alluvial activity 
was checked by the actions 
of the Syndicate and the 
Government. Members of 
the trade who are not fully 
conversant with the new 
arrangements made to 
stabilize the diamond situ- 
ation became _ thoroughly 
familiar with the situation 
by Sir Ernest’s summary. 

These facts came here in 
a Reuter dispatch from 
Kimberley, dated Dec. 15, telling of the 42nd annual 
general meeting of the DeBeers Consolidated Mines, Ltd., 
at which Sir Ernest presided as chairman. Among the 
general facts which he brought out of interest to the 
diamond trade generally, according to the dispatch, was 
the fact that the Government, as owner of the diamond 
fields, had the same direct interest in the diamond in- 
dustry as any other diamond producer, in addition to 
indirect interests that were greater still. Since promul- 
gation of the Precious Stones Act of 1927, the Govern- 
ment, he continued, had’ vested in itself very wide powers 
to assist the diamond industry through regulation of the 
quantity of diamonds to be put upon the market from 
time to time, but it was clearly the intention of the law 
that these powers would be utilized only if and when the 
industry was faced with a difficulty which it could not 
overcome alone. The law gave the Conference of Pro- 
ducers the opportunity of regulating their operations by 
mutual agreement, and for that reason and because of 
the confidence which came from long years of experience, 
they should shoulder their burdens and invoke the assist- 
ance of Government as a last resort only. 





Sir Ernest Oppenheimer, M.P. 


The Alluvial Situation 


Speaking of the alluvial situation, the chairman said 
that four years ago large fields of Lichtenburg were dis- 
covered, and their uncontrolled and unlimited output 
found the Government and producers totally unprepared. 
The Lichtenburg production rose by leaps and bounds, 
and in September, 1927, reached a peak when £507,342 
worth of diamonds were placed upon the market. Up to 
the end of 1929 production from these fields amounted 
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to 4,691,000 carats, with a value of £10,879,999. Since 
September, 1927, production from these fields had grad- 
ually declined, and for the first nine months of 1930 had 
averaged about £100,000 per month, and the whole of 
the alluvial production of the Union showed that for the 
first nine months of 1930 the annual figure would be back 
on the £2,000,000 mark. 

In view of somewhat alarming rumors, he felt that a 
statement concerning the production in Namaqualand 
would have a reassuring effect. The total production 
from Namaqualand up to the end of 1929 amounted 
approximately to 1,230,000 carats, valued at £12,500,000. 
Of this total the Syndicate had already purchased over 
£8,000,000, and the remainder had been substantially 
reduced by sales to South African cutters during the past 
two years, while the balance would be disposed of over a 
period of years in accordance with the demands of the 
market. 

Here, again, it was significant to note that the pro- 
duction from Namaqualand for the first six months of 
this year was, as shown by the return of the Mines De- 
partment, to be only 55,191 carats, valued at £407,359. 
This decrease, together with the reduction in the alluvial 
output previously mentioned, and the closing down of 
several small mines, would serve to show that, given a 
normal market, the question of overproduction in the 
Union no longer existed. 

Briefly put, the Government possessed the power to 
prevent any repetition of over-production from alluvial 
fields within the Union, and by their use of that power 
they had shown that they were determined to insure that 
that production should not again assume such unreason- 
able proportions as to constitute a menace to the whole 
diamond trade and to jeopardize the prosperity of comt- 
panies such as theirs upon which settled communities 
were dependent. om 

The statement made by the Minister of Mines on Nov. 
14, 1930, to the effect that the Government “intends to 
limit its own sales of diamonds proportionately with the 
sales of big producers, and will only sell diamonds for 
export through the Syndicate” clearly demonstrated that 
the Government was fully alive to the needs of the trade 
and solicitous of its welfare. 


Diamond Corporation, Ltd. 


According to the Reuter news agency, Sir Ernest ex- 
plained that there was a further problem to be solved in 
regard to the stones from the alluvial field, namely, the 
disposal of a large stock of outside diamonds in the hands 
of the Syndicate which could not but delay the further 
recovery of the interests of the producers mining gems. 
The producers feel it essential to improve the system of 
marketing so as to give them a more direct voice in the 
disposal of diamonds. In this connection he said that dis- 
cussions had taken place between the Conference Pro-~ 
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ducers and the Syndicate, the outcome of which was the 
formation of the Diamond Corporation, Ltd., with a 
paid-up capital of £2,500,000 and loan facilities for a 
similar amount; the Conference Producers and the Syn- 
dicate each subscribing half of the funds required. The 
corporation had taken over the accumulated stock of 
“outside” diamonds, and had agreed to spread their sale 
over a period of years in order to insure a reasonable 
share of available trade to Conference Producers. 


Existing Agreements 


The formation of the Diamond Corporation marked 
the beginning of a new era in the diamond industry. ‘The 
existing agreements with the Syndicate expired at the end 
of this year, and as far back as February last negotiations 
for new interproducers and sales agreements were com- 
menced. There had been no difficulty in arriving at a 
fair division of trade among the various Conference Pro- 
ducers, but, nevertheless, negotiations were protracted, 
and it had become increasingly apparent that the logical 
solution of all difficulties would be for the sales agree- 
ments, even if made in the first instance with the Syndi- 
cate, to be transferred to the Diamond Corporation. 

Ultimately this course had been decided upon and new 
sales agreements, which would come into operation on 
the first day of January, 1931, and cover a period of four 
years from that date, would be ceded to the Diamond 
Corporation. The terms of these agreements were sub- 
stantially the same as those of existing agreements, the 
main difference being a clause which provided for the 
maintenance of a ratio of not less than five to three in 
the sales of the Conference Producers’ diamonds and out- 
side diamonds. 

The effect of this clause would be to insure to the 
Conference Producers their fair proportion of whatever 
volume of trade was available. It afforded him, he said, 
much pleasure to announce the completion of the agree- 
ments, and in that connection he would like to add an 
expression of great appreciation of full cooperation of the 
Minister of Mines and the Administrator of South-West 
Africa. 

To insure that the finances of the corporation would 
be adequate to meet its increased liabilities the capital 
was being increased to £5,000,000, and in order to pay 
for the stock of the producers’ diamonds in the hands of 
the Syndicate on Dec. 31, an issue of £5,000,000 deben- 
tures, bearing interest at 514 per cent was being made, 
which would be allotted to the Syndicate. 

Sir Ernest also referred to production of diamonds 
made outside of the Union where the agreements did not 
apply, but he said the most cordial relations existed with 
the various producers in Angola, the Congo and West 
Africa, who had also subscribed to a policy of limitation 
of production and sales through one channel. He called 
attention to the fact that current contracts starting at 
the end of the year had been renewed for a period which 
would run concurrently with the sales of the inter- 





producers’ agreements. (Later news received in this city 
was to the effect that the Congo stones will be marketed 
by the Syndicate. ) 

DeBeers Show Profit 

In connection with the affairs of the DeBeers itself, 
the chairman’s report indicated a profit for the year 
amounting to £2,126,905, which, together with the bal- 
ance of £377,401 brought forward from the previous 
year, made a, total in the appropriation account of 
£2,504,306, which, after Union income-tax of £302,588 
and a preference dividend of £800,000 had been provided 
for, left a balance unappropriated at June 30 last of 
£1,401,718. 

The shareholders would perceive that the unappro- 
priated balance was such that the company could have 
paid a substantial deferred dividend in addition to mak- 
ing the usual allocation to reserves, but being in the 
middle of very severe economic depression, after mature 
consideration, the directors came to the conclusion that 
it was in the best interests of a'l concerned to withhold 
a deferred dividend and continue operations without cur- 
tailment. The present position was that the preference 
dividend, due that month, was assured, as was also, with 
a moderate revival of sales, that of June, 1931. 

Sir Ernest dealt with the development position of the 
company’s mines, which indicated a very satisfactory 
state of affairs, inasmuch as no expenditure would be re- 
quired in connection with the development. 


DeBeers Capital Increased 


Immediately after the termination of the general 
meeting, an extraordinary general meeting was held and 
resolutions submitted to increase the capital of the com- 
pany to £5,500,000. This will be done by the creation 
of 300,000 additional deferred shares of £2, 10s. each. 
This was carried unanimously as was another resolution 
to increase the directorate to sixteen. 





Spring Leipzig Trade Fair March 1 to 7 


For more than 100 years American business men have 
regularly attended the international trade fair at Leipzig 
to extend their interests in world markets. Today the 
historic fair attracts visitors from 72 countries. 

The Spring Fair,. which will be held this year from 
March 1-7, will comprise 10,000 exhibits, assembled from 
22 countries. The exhibits of similar merchandise will 
be displayed in the same or closely grouped buildings. 
There are some 67 buildings in all, including the largest 
exhibition halls ever erected. The visiting buyers at 
Leipzig find it possible to shop through a score of countries 
quickly and economically. An American exhibitor last 
year found that with an expenditure of six days’ time and 
$2,000 he accomplished more than by a four months’ trip 
through Europe. 

An attendance of some 200,000 buyers is assured at the 
Spring Fair, including 30,000 from foreign countries. 
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Fighting the Retailing Wholesaler 


A.N.R. J. A. Gathering Facts on Which to Get the Federal Trade 


Commission to Stop This Unfair Form of Competition 


A determined fight 


is now about to be waged in the jewelry trade against 
the practices of the retailing jobber or wholesaler and 
the catalog houses which have for years been undermin- 
ing the business of the legitimate retail jeweler through- 
out the country. This fight is being undertaken by the 
American National Retail Jewelers’ Association with the 
cooperation of its counsel and will probably result in steps 
being taken before the Federal Trade Commission to ob- 
tain relief or, at least, amelioration of the evils with 
which we have had to contend in this regard. 

Under date of Jan. 1, a letter has been sent out by 
President Lilley and Secretary Evans to all members of 
the A. N. R. A. urging their cooperation in this fight 
and asking for information and the facts that will aid 
the association and its counsel in presenting a definite 
case before the Federal Trade Commission or any other 
government body that has authority to deal with the 
situation. 

The letter to members states: 


TO ALL MEMBERS: 


For some time past this office has been receiving letters from 
many of our members, calling renewed attention to the flagrant 
conditions created in our industry through the vicious practices 
which have become known as_ wholesale-retailing, catalogs 
issued by concerns who are sometimes really wholesalers and 
sometimes only pretended wholesalers, whereby they solicit 
consumer business; fake auctioneers and fraudulent advertisers. 

These evils are of such a damaging nature that they have 
aroused the hostility and indignation of all right-minded mem- 
bers of our industry. 

Accordingly, the A. N. R. J. A. has been giving this impor- 
tant subject the most serious attention and in connection there- 
with has had full consultations with the association’s counsel, 
Mr. Felix H. Levy, New York City, former Special Assistant to 
the United States Attorney General and a recognized authority 
on this subject. 

Acting under his advice, we now request that members will 
send to this office all information in their possession, especially 
advertisements, showing the use of these practices. 

Upon the basis of the information which we will thus re- 
ceive, and acting under the advice and approval of our counsel, 
it our purpose to assemble and investigate this information 
with the specific purpose in mind of submitting the same to 
the Federal Trade Commission for prompt and immediate 
action. 

Requesting your very prompt attention, and assuring you of 
the determination of this association to spare no lawful effort 
and to Jeave nothing undone, to correct these uneconomic and 
vicious methods, we are, 

Yours very truly, 
Epwin F. LILLey, 
President, 
CHARLES T. EVANs, 
Secretary. 


The action of the association is based on an opinion 
rendered by the association’s counsel, Felix H. Levy of 
New York which, after referring to the complaints made 
by the members, says in part: 


Your members complain that this practice involves a mis- 
representation in that the concerns resorting to such practice 
are not in fact wholesalers, but are really retailers masquerad- 
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ing as wholesalers. There can be no doubt that whatever may 
be the true business status of such concerns in their other 
dealings, they are in fact retailers to the full extent to which 
they resort to this practice. 

As the result of my professional association with the jewelry 
industry for more than 15 years, I am quite familiar with 
the practice of so-called wholesalers in issuing their catalogs 
directly to consumers and offering discounts on standard-priced 
merchandise. 

I have no hesitation, accordingly, in saying that I regard 
this practice as being grossly uneconomic and plainly detri- 
mental to all three branches of the jewelry industry. It is 
obviously detrimental to retailers who would otherwise probably 
obtain the business which the so-called wholesaler obtains as 
the result of such practice. It is similarly detrimental to 
competing legitimate wholesalers and likewise to many manu- 
facturers who thereby lose that part of their business which 
would otherwise come to them from legitimate wholesalers in 
supplying the merchandise which would otherwise be required 
by retailers. 

It is not open to discussion that a plain duty rests upon the 
American National Retail Jewelers’ Association to exert itself 
to the utmost, to repress and to destroy this noxious practice, 
by resort to every method afforded by law. 

Under the powers conferred by Congress upon the Federal 
Trade Commission, the commission has in a great many cases 
issued orders forbidding a great many kinds of commercial 
practices which involve deceit and misrepresentation. For ex- 
ample, the commission has repeatedly issued orders forbidding 
wholesalers or distributors from advertising or otherwise rep- 
resenting themselves as manufacturers. 

Upon the basis of an extended experience with the functions 
of the Federal Trade Commission and a long experience in 
legal matters relating to the commission, I see no reason why the 
same principle upon which the commission has based its orders 
against wholesalers masquerading as manufacturers, may not 
properly and lawfully be invoked against retailers masquerad- 
ing as wholesalers. 

Fortunately, high judicial authority exists in support of the 
contention that wholesalers who resort to the practice now 
under consideration, are in fact retailers, and that consequently, 
their claim that they are wholesalers, involves a misrepresen- 
tation. 

I refer to the decision rendered by the United States Circuit 
Court of Appeals, Second Circuit, in the proceedings brought 
by the Federal Trade Commission against the Mennen com- 
pany in 1922. 

I am quite familiar with that case for the reason that I 
participated in it as counsel for the National Wholesale Jewel- 
ers’ Association and five other trade associations, who were 
granted leave by the Court to take part therein because of 
the important bearing which that case had upon the economic 
position of wholesalers. 

In the opinion rendered by that Court, the following compre- 
hensive definition was given with respect to the true position 
of a wholesaler: 

Whether a buyer is a wholesaler or not does not 
depend upon the quantity he buys. It is not the char- 
acter of his buying, but the character of his selling, 
which marks him as a wholesaler. * * * A whole- 
saler does not sell to the ultimate consumer. 

Accordingly, I hereby express my opinion that by virtue of 
this decision, there seems every likelihood that if an adequate 
state of facts can be gathered showing in particular instances, 
the resort to this practice by jewelry concerns holding them- 
selves out as wholesalers, and then be submitted to the Federal 
Trade Commission, there seems every likelihood that the Com- 
mission would take cognizance of complaints thus submitted 
and would sustain such complaints. 

I therefore advise that you will promptly communicate with 
your entire membership and indeed with the entire retail in- 
dustry of this country, and at the same time with all manu- 

(Turn to page 93) 
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Take Your Profits in Cash 


(From page 63) 


promt. Creditors also have financial obligations. ‘They 
are not interested in book-profit except in. bankable form. 

‘The commercial agencies would list the failure as due 
to lack of capital: The underlying reasons would be 
too much shelf-profit, not enough money-profit ; too much 
buying-power, not enough selling-energy; too much yes- 
power, not enough no-power. 

“If, for any length of time, book-profit continues to be 
mainly shelf-profit, then that stock increase begins to be 
a millstone around its owner’s neck. It becomes a liabil- 
ity though listed as an asset.” 

Patty was not entirely convinced. “A stock increase is 
certainly all right,” he said, “if the business—the sales, 
I mean—grow in proportion.” 

7 The Old Veteran shook his head. “In theory, 
yes. In practice, it’s mighty dangerous. A 
$10,000 capital will never swing a $40,000 stock. 
Things must grow in reasonable proportion, sales, 
capital, and stock. A business is never on a safe 
basis if year after year it fails to show a money- 
profit. And this regardless of how much profit 
it may accumulate in other forms. y 














~ 


“You are not the only jeweler whose stock has in- 
creased this past year. To every such one I say: Forget 
all about your buying power for a while. Concentrate 
on selling energy. 

“You will not regret it, for, in the long run, selling 
energy generates buying power. Buying in itself, creates 
shelf-profit. Selling turns it into money-profit. 

“Here is a primitive illustration. Once there was an 
old jeweler whose bookkeeping system was simplicity 
itself. He carried a sock in his hip pocket. In that 
sock went all his receipts. Out of that sock came all his 
payments. He bought for cash; he sold for cash. 

“At the end of the year he counted what was left in 
the sock, bit every dollar between his teeth, and said, 
“That’s my year’s profit!’ 

“Don’t laugh, young man! That method has more 
merit than we educated system hounds might like to ad- 
mit. One thing is positive; that man never went bank- 
rupt. He couldn’t. Bankruptcies occur, you know, only 
when a man fails to pay his bills—in money. No bills, 
no bankruptcies! 

“In our modern mania for volume, for statistics, for 
prestige, we are liable to forget we are in business, not to 
make a profit, but to make money.” 

“Well, that’s that,” Patty groaned as he shoved his 
report in the drawer. 

“Hold on there!” protested the Old Veteran, opening 
the statement again. “Last year’s report can be this year’s 
teacher in more ways than just this one. Common sense 
Says to study your annual statement carefully, not glance 
at the profit figures and then shelve the whole thing. 

“I notice your accounts receivable are $3,000 higher 
than last year though your credit sales show no increase. 
That’s bad! It means your accounts are considerably 
older than a year ago, and just that much harder to 
collect.” 


THE JEWELERS’ CIRCULAR 
for February, 1931 


89 . 


Patty winced. “I’ll admit, Old Vet, I hadn’t noticed 
that.” 

“So there’s another job to tackle. List all your ac- 
counts by age, three, six, nine, and 12 months old. Then 
show some collection energy. Look carefully and you 
will notice all your slow accounts have quit trading with 
you. They avoid you. 

“Say what you will, people like to deal with a store 
that is prompt and firm about collections. Nobody re- 
spects an easy mark. That $3,000 increase is accounts- 
receivable profit; collections will make it money-profit. 

The Old Veteran reminded Patty that only by a com- 
parison with the previous year’s statement could he get 
a true picture of the progress made. He then listed the 
good old vital fundamentals of business that every jeweler 
should ferret out from the figures on his annual state- 
ment. 

1. The increase in net worth, as shown by the financial 
statement, should equal the total net gain after dividends 
are deducted, as shown in the operating statement. If 
these two fail to agree the statement is incorrectly drawn 
up. Net worth is the difference between assets and 
liabilities. “Total net gain is the difference between gross 
margin and expenses. 

2. The mark-up must be higher than the expenses or 
there can be no profit, regardless of volume. ‘The origi- 
nal mark-up should be high enough to absorb all mark- 
downs and other shrinkages—and still be several points 
higher than the expenses. ‘The mark-up percentage is 
found by dividing the gross profit by the selling price, 
figured the same way on a year’s business or on a single 
item. 

3. Each item of expense should be compared with 
recognized standards to locate leaks. ‘This cannot be 
done intelligently without reducing the various amounts 
to percentages. These are figured by dividing the year’s 
sales into the individual totals. Most important are sal- 
aries, advertising, and miscellaneous. 

4. While not affecting the book-profit, any increase in 
accounts receivable is reflected in reduced money-profit or 
increased indebtedness for merchandise—provided stock 
on hand remains even. 

5. Find the collection percentage. If, at the beginning 
of a month, the accounts receivable are $8,000, and the 
collections for that month are $2,000, then the collection 
percentage is 0.25 (divide $2,000 by $8,000). 


The United States Department of Commerce 
says this varies, in jewelry, from 25 per cent to 
50 per cent, the general average being 39 per 
cent. The lower the collection percentage, the 
older the accounts. Don’t let January deceive 
you; it is always the largest collection month. 2 





6. Any increase in stock results automatically in higher 
taxes, insurance, and interest. If the percentage of stock 
increase is greater than the percentage of sales increase, 
the result is slower turnover, older stock, increased de- 


(Turn to page 91) 
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find that he has collected all of the slows and deadbeats 
in town.” 

The credit jeweler who has a well-organized system 
should not, believes this well-established jeweler, have 
losses even to the amount of 10 per cent of his volume. 
“Our losses are less than 5 per cent on our entire volume 
through our credit system. We use a series of four letters 
to slow accounts. If these fail the matter is placed in 
legal hands. But we don’t get ‘hard-boiled.’ We let the 
lawyers do that. Our collection letters are all written 
with an idea of fairness to both ourselves and the person 
receiving them.” 
rT The company issues statements to its credit 

customers each week. The first week after an 
account has become delinquent another state- 
ment is mailed out. If this fails to bring results 
a reminder, written on the regular statement 
stationary is mailed. This bears only a brief 
question: “As friend to friend, don’t you think 














you should send us your check today?” asks this 
. reminder below which the amount due is listed. ; 


The first letter sent out is merely a request for payment 
of the account promptly. The previous reminder is men- 
tioned. 

The second letter still retains the note of fairness and 
appeals to the sense of fairness of the person to whom it 
is addressed. ‘““We have written you twice regarding your 
account and not a word have we received in reply.” 
Don’t you feel that you owe us a letter? If there is any 
reason why a check cannot be forwarded at once, you will 
agree that we are entitled to a frank explanation.” ‘The 
letter closes by asking the customer to “Be fair” and 
“Don’t fail us.” 

The last letter in the series used by the Anderson 
Jewelry Co. is very productive, according to H. F. Lee, 
credit manager. It reads as follows: 


“There still remains a balance on your account of 
$ which is long past due. 

“Put yourself in our position. As a fair-minded 
person you will admit that we have shown you every 
possible consideration, and in a sincere, straight- 
forward manner, have written you about your ac- 
count time and time again, hoping that each letter 
would be the last one needed to bring a response. 

“We want to retain your friendship and good 
will, but we feel that some effort to do so should 
come from you. 

“Meet us half-way in this endeavor. 
your check at once. 

“Yours very truly,” 


Send us 


This, according to Mr. Lee, brings a response because 
of its appeal to fairness, from most of the cases which 
otherwise seemed hopeless. 

When accounts have been paid up by customers they 
receive a letter thanking them for the final remittance 
and urging them to return to the store for other selec- 
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Determine Ability to Pay 


(From page 73) 
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tions. “In reopening accounts we make sure that a 
customer is able to pay according to the old plan,” stated 
Mr. Anderson. ‘That is, if he was slow on $100 to be 
paid up within 10 months and the books show he took 14 
months to pay it, we suggest that he make larger pay- 
ments down and lessen the extent of his purchases.” 





Take Your Profits in Cash 
(From page 89) 


preciation, and the disappearance into shelf-profit of what 
would otherwise have been cash in the bank, money-profit. 

7. Turnover is found by dividing the average stock for 
the year into the total sales for the year, both figured on 
the same basis. If the average stock is not known divide 
the inventory at cost into the cost of the year’s sales. The 
venerable one-time turnover is too sluggish now. Shoot 
at two to three times. If only one item out of every 150 
in stock is sold every day the turnover is two times a 
year. Knowing departmental turnover is highly desir- 
able. 

8. Watch the ratio between quick assets (cash on hand 
plus probable immediate cash receipts) to accounts pay- 
able. ‘That comparison from one year to the next is one 
measure of your progress. The coveted ratio among re- 
tailers is two dollars of quick assets to one dollar of 
current liabilities. 


v | 


9. How much do you owe the bank? Banks 
exist by lending. Yet they frown upon a mer- 
chant who continually renews his notes, even 
though they be small compared to his assets. 
Unless a man can clear up all his notes at least 
once a year, the bank considers that he is using 
their money as working capital in his business. 
This practice, they say, is bad business. Bank 
“. loans are temporary discount-taking purposes. 4 
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10. Unless the discounts earned amount to a very 
considerable sum the financial condition has been none 
too sound. 

11. If sales show a decrease there should be a corre- 
sponding reduction of expenses, stock, accounts receivable, 
and accounts payable. 

12. There should be a yearly fixture depreciation 
amounting to 10 per cent of the original cost of the fix- 
tures. A reserve for this depreciation should be built up 
under liabilities. 

“What would you say is ‘par’ for jewelry store opera- 
tions?” asked Patty. 

The Old Veteran pondered a bit. “It is impossible 
to establish one standard for all types of stores. In 
general I would say aim at a two and one-half-time turn- 
over. Then whatever your mark-up and expense per- 
centages are, see that there is a difference of six per cent 
between the two—on the right side. Do those things and 
there will always be a money-profit.” 





THE JEWELERS’ CIRCULAR February, 1931 


mteresting fees about Mikimoto Pearls 


GENUINE PEARLS CULTIVATED 


WENTY-THREE years of experiment 
were spent by Mr. K. Mikimoto in de- 
veloping a perfectly spherical culture pearl. 


The pearl divers at Tatoku are sun-tanned 
young women from 18 to 35 years of age. 
Women are preferred for this work because 
they are able to work under water longer. 


Oysters are four years old before the culture 
operation is performed. Then six years of 
care by the diving girls must follow before a 
sizable pearl can be expected. 


Approximately one-fifth of the oysters treated 
die. One-fifth do not produce pearls. Of the 
producers, only 5% yield first-grade pearls. 


Seventeen patents have been granted to Mr. 
Mikimoto for details in producing pearls and 
for hatching and caring for the “spat,” or 
young pearl oysters. 


The pearl culture farms of Mikimoto which 
are eight in number, cover an area of 40,380 
acres. Over one thousand people are employed 
and more than eighty buildings house the vari- 
ous operations. 


Mikimoto Pearls are excellent merchandise 
and sell profitably. 


K. MIKIMOTO> 


535 FIFTH AVE NEW YORK 












~ Price Standards Keep Stocks Up—inventories Down 


(From page 79) 


selling the customer a better ring than he plans to buy. 
If a stock has rings at $180, $195, $210, or $230, it is 
easier to work up gradually, than if the jumps are $175, 
$200 and $225. ‘This puts it up to the salesman. We 
have a big stock at $150, $200 and $250, and a small 
stock at $175 and $225. ‘Thus if a customer plans to 
spend $200, our selection at $225 is weak, and we have to 
jump to $250 if at all. A remedy we sometimes apply is 
to change the stone in a particular ring—thus a $200 
platinum solitaire may have a half-carat stone and appeal 
to the customer. He may, however, appear willing to pay 
a little more, and we will suggest a slightly larger stone 
in the same setting to cost $230. While we think the 
advantages of flat prices greatly exceed this disadvantage, 
we admit its- disadvantage. 

“The standardization of price is of tremendous value 
in keeping up our stock and in keeping the inventory 
down. For example, we know daily how many solitaires 
we have at $300. So the first of every month, or season, 
we compare our stock of $300 solitaires with the number 
of them sold the same season a year ago and buy accord- 
ingly. It helps us to have goods when we need them, and 
to be low on them in dull seasons. 

“The classification of rings gives us an exact compari- 
son from year to year of trends. ‘Thus we have a seven- 
year curve of sales of every kind and price of ring which 
we carry. But that is another feature of a different angle. 

“Our real reason for definite prices is that we believe 
it fits the customer’s wishes, and hence brings us more 
sales in the long run. It starts a sale on an even under- 
standing, which puts the customer at ease, and gives him 
confidence in us. It enables us to show a big selection 
of rings at the most popular prices, without carrying an 
overwhelmingly large stock at in-between prices. By car- 
rying large stocks of certain lines we can buy these sizes 
in larger quantities and at lower prices, thereby giving 
better values. 

‘Thus we believe our stock is strong where our custo- 
mers want it, and that more sales result because values 
and selections are both better.” 
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In the first column is the price range. 

In the second, the quality and color of the diamond is 
indicated by code letters. 

In the third, the metal is indicated—P for platinum; 
W for white gold. 

In the fourth, the weight of the stone is given. 

This record, kept at every price range, gives at a glance 
the weights and qualities in stock. The rings crossed off 
give at a glance the number sold. 





Fighting the Retailing Wholesaler 
(From page 87) 


facturers and wholesalers whose known policy is in opposition 
to this practice—with the request that they promptly furnish 
to you all facts in their possession showing the existence of 
this practice in specific cases, especially requesting that they 
furnish to you original documents in the forms of letters, cir- 
culars, advertisements and the like, issued by concerns wha 
pursue this practice. 


After this material shall have been received by you, f 
advise that the same be carefully studied and arranged, and 
that steps be then promptly taken, to submit the entire matter 
to the Federal Trade Commission, with the request that this 
entire subject be taken up promptly by the commission, for a 
full and complete investigation and the application thereto 
of all of the legal remedies which the law has conferred upon 
the Federal Trade Commission. 

As the general counsel to your association, I will, of course, 
stand ready to assist you professionally in the study of the 
material which you receive and its preparation for prompt 
submission to the Federal Trade Commission. 


I need scarcely add that if your association shall thus be- 
come the instrumentality for the curbing, if not indeed the 
destruction, of this long-continued menace to the true welfare 
of the jewelry industry—it will afford additional evidence of 
the broad sphere of usefulness which our association possesses, 
and will add distinction to the name and record of the Amer- 
ican National Retail Jewelers’ Association. 


Very respectfully, 
(Signed) Fetrx H. Levy. 


It was announced last week from the office of the 
National Wholesale Jewelers’ Association in Philadel- 
phia that complaints had been made to the Federal 
Trade Commission early last year against some firms 
holding themselves out as wholesalers and doing a cata- 
log retail business, but no action on these complaints has 
as yet been reported. 

The campaign of the American National Retail 
Jewelers’ Association, it was announced, will not be 
confined to filing complaints. The matter, it is ex- 
pected, will be laid before the Federal Trade Commis- 
sion as a general proposition affecting the jewelry trade, 
as a whole, and, in fact, affecting all business. The 
Commission may be asked to report on the subject as 
a violation of the Trade Commission Act. In addition, 
the retailers’ organization will carry on a campaign 
against the retailing wholesalers generally and in this, 
it is hoped to enlist the support of business organizations 
including the Better Business Bureaus, two of which 
(those in St. Louis and Chicago), have already expressed 
themselves on such unfair competition. 
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PEARLS 
PRECIOUS STONES 



















Call Bryant 9-2587 and 
have your Uncompleted 


Pieces of Jewelry Filled 


at Once - - - - 


LARGE SELECTION OF EMERALD 
AND RUBY NECKLACES 











L. BERENSON & A. MIRNER 


Importers of Precious Stones 
2 West 46th Street New York City 


PARIS ANTWERP LONDON 
26 Faubourg St. Henoré 25 Rue des Fortifications Diamond House, Hatton Garden 

































dry was trying to sell was a $200 item. With things as 
bad as they were, it took courage to step up the price per 
mailing piece from four cents to ten cents, but the extra 
quality more than met the growing sales resistance. 


Au of which —_ back 


to that first question. “Shall we hold our grades 
and prices, or shall we adjust our grades to consumers’ 
preference?” In more than twenty years’ experience I’ve 
never heard of attractive jewelry that couldn’t be sold 
to somebody somewhere. In times like the present the 
problem is to locate the buyers and that is accomplished 
only through an intensive, detailed study of our market, 
in which we apply to local territory the same principles 
of market appraisal which manufacturers apply to the 
national market. 

You never catch our great national merchandisers shoot- 
ing their salesmen and advertising in equal quantity and 
quality to all parts of the country. They determine first, 
who their prospects are; second, where they are; third, 
how to reach them; and when they get through with this 
analysis, the producers of nearly every commodity for 
general consumption, get a picture of the United States 
such as is reproduced in the map herewith. This map is 
included in this article so that, if analysis of your terri- 
tory causes you to discard, or give only casual value to all 
but one-third of the land area in your trade territory, 
you will know that you have ample precedent for getting 
down to cold, hard facts. 

And don’t mark your map by guess 
work as to what you merely think are 
the good areas. Your newspaper has 
probably made an economic survey and 
will give you the information. To il- 
lustrate this necessity for complete and 
authentic information, a map showing 
the results of a buying power survey 
of Philadelphia is reproduced here- 
with because it just happens that with 
its social and economic, complexities, 
Philadelphia serves as a splendid illus- 
tration. 

The average Philadelphian regards 
South Philadelphia as a great area of 
medium and low buying power. In 
general, it is, but these are no days in 
which to do business on generalities. 





Out of This Depression—LEADERSHIP! 


(From page 51) 





The buying power survey uncovered isolated spots in this 
great area of the city in which the buying power is and 
always-has been, exceptional; but because of the general 
attitude toward South Philadelphia, nobody paid much 
attention to these spots. Now we know that there’s 
always a market in Philadelphia for lower priced jewelry. 
If the guess-and-hope method of locating prospects for 
jewelry of this kind had been employed, these spots, fair 
sized cities in themselves, would have been entirely over- 


looked. 


a with exceptional 
incomes are, in the general run, people of established 
wealth. Their buying activities fluctuate little; they 
maintain their standard of living. Of course, their 
eagerness to buy decreases some during periods of de- 
pression, but their practice of economy is usually more 
of a pose than a fact. Extra effort will always prompt 
them to buy. 

In the next classification, we find those of large earned 
incomes. ‘These areas, too, can always be made to pro- 
duce business in volume. Some little reluctance to buy 
as many items as usual may be noted, but their general 
buying activities remain gratifyingly constant. 

It is in this next class of medium earned incomes that 
we begin to meet with serious sales resistance in times 
like the present. Here, indeed, we come up against that 
question of grades and prices in our effort to maintain 
volume because this class contents itself 
with fewer items and lower quality 
when depression is low and prolonged. 

In times like the present, selling in 
volume to people of low earned income 
just isn’t done. Their buying is in 
minimum quantity for immediate re- 
quirements. Sales promotion among 
them, for jewelry especially, is eco- 
nomical only as incidental to the gen- 
eral advertising. 

The advertising program for the 
present is indicated by the market 
analysis. If that analysis shows, as 
this one of Philadelphia does, that 
there are enough people to buy top 
grades in quantity, we find the 
answer to our question about pulling 


(Turn to page 97) 
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of jewelry that couldn't be sold to somebody somewhere. 
like the present, the problem is-to locate the buyers and that is 
accomplished only through an intensive, detailed study of our market 
in which we apply to local territory, the same principles of market 
appraisal which manufacturers apply to the national market. 


In times 




















a .° 
ee ms 1 a 
on " January 10th, 1931, to be exact 
We decided to donate this page for the good 
of the Diamond Industry 
The letter 
reproduced 
here is 
a more 
complete 
outline of 
what we 
have 
in 
mind 
What do you think of it? 
| 
Joseph Mazer Co., Inc. | 
10 West 47th Street 
New York 
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Restore Confidence in Jewelry 
(From page 65) 


the public must be restored in jewelry. To accomplish 
this, every man must do his part to help get rid of 
“snide” practices, improper terms, and, above all, of 
false marking and debasing of quality. We must 
strengthen our stamping laws, state and national. We 
must consider, first and foremost, the necessity of 
legislation that will protect the public against the faker. 
We must educate the public to look for the quality 
mark on jewelry and enforce the laws that penalize the 
use of improper marking. We must see to it that 
workmanship is of the kind that the public expects in 
real jewelry; that our designs are artistic and our prod- 
uct worthy of the name, reputation and traditions of 
the craft. 


T It is the jeweler’s business to inform his cus- 
tomer of the so-called tricks that have crept into 
the trade and the meaningless marks that are 
used. For instance, that in most states, the 
words “solid gold” mean nothing as to quality; 
that “gold front” or “gold shell” mean nothing 
but rolled plate; that safety lies only in the 
purchase of articles that bear a quality mark, 
especially if that mark is accompanied by the 
trademark or trade name of a reputable concern. 
~ A 














Where legislation is defective today in being unable 
to prevent the use of misrepresentative terms or marks, 
the jeweler himself while working to remedy this defect, 
must do his part to educate his customers as to the pit- 
falls that lie before them in the purchase of jewelry 
improperly described. 

No retail merchant worthy of the name has made a 
success by taking advantage of the ignorance of the 
public, and: the real jeweler should not be quiescent 
while such conditions exist; he should be militant in 
defending his customers against fraud and as their ad- 
visor and counsellor put his expert knowledge at their 
disposal to see that they learn how to know quality and 
how to obtain it. 





Out of This Depression 
(From page 95) 


grades. The step to take is to check up on newspaper 
circulations and change the schedule, if necessary, to get 
coverage of those territories which promise most. When 
business is easy to get, this meticulous measurement of 
circulation isn’t so imperative as it is now, but these days, 
we'll show good judgment if we narrow our advertising 
down to those classes who can buy our grades. 

In many cities where the circulations of the several 
newspapers define them as class mediums, special copy 
for each paper used may be necessary for promise of 
sales-making efficiency. Quality may be the theme for 
the Star while price becomes the theme for the Herald. 

Obviously, more pressure must be put onto the indi- 
vidual to induce buying during such a period of depres- 
sion and when it comes to putting pressure on the indi- 
vidual, the greatest force at the retailer’s command is 
direct mail. There are the days to use it persistently, 
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consistently and in quantity. In this instance, I do not 
mean “syndicate stuff” no matter how good it is under 
ordinary conditions: and I do not mean to “get out a let- 
ter” as the one and only bid for business; nor do I mean 
the liberal use of the ordinary run of “dealer helps” as 
furnished by manufacturers unless they absolutely meet 
the requirements of the areas in which they are to be 
used. Today, anything that induces buying has got to be 
good ... it must be specific . . . it must be individ- 
ual. It will probably cost more than anything you have 
used before, but here’s a little inside information: 


The idea of more advertising when business is hard to 
get is a fine theory but it is also a rare practice. Compe- 
tition for attention is just as much a factor in business 
as competition for trade, and your prospects are having 
less demand made for their attention now, than they were 
in 1928, for instance. ‘Therefore, instead of competing 
for attention with innumerable other bids for business, 
yours will have the mails pretty much to itself; and it 
will be welcome because everybody is looking now for a 
chance to buy right. 


“Yeah, that’s fine,” said a retailer the other day, “but 
suppose every jewelry retailer in town did the same thing? 
Where would I get off?” 
oc 
| For all practical purposes, there’s no use suppos- 
ing any such thing, because the retailers who 
have the courage and the initiative to undertake 
so thorough a scheme of timely merchandising 
are few and far between. That is so few emerge 
from a period of prolonged depression as new 
leaders in their lines in their respective locali- 
ties, but if all the merchants in the United States 
should undertake such a program, it might break 


the so-called “buyers’ strike,” might it not? 
“4 J 














However, that is pretty much of an idle speculation. 
The point is, that depression breaks down the other fel- 
low’s competition that is, his aggressive com- 
petition in sales making and contemporaries who take 
advantage of the open field, emerge as the new leaders. 





British Industries Fair 


The British Industries Fair for 1931 will be held Feb. 
16 to 27 in two sections, one at the reconstructed Olym- 
pia, London, the largest, most up-to-date and _best-ap- 
pointed Fair building in Europe and the other at Castle 
Bromwich, Birmingham. 

The London Section will be of particular interest to 
all connected with giftwares trade, including those deal- 
ing in de luxe perfumery, horn, ivory and galalith novel- 
ties. The real and imitation jewelers’ novelties, silver 
and plated fancy wares, clocks, watches, fancy leather 
goods and ladies’ hand bags will be shown here in great 
profusion and in many novel forms. Fancy glassware, 
china and such items as will appeal to jewelers will be on 
display in a great variety. 

The Birmingham Section, among other exhibits, will 
show workings in precious metals. This city is the lead- 
ing jewelry center of England. 

American visitors may obtain free visas on their pass- 
ports upon application at any British Consulate. 
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“Lucky” Baldwin Ruby Acquired by Black, Starr 
& Frost-Gorham 


“I’ve never seen one like it,” said Witherbee Black, 
president of Black, Starr & Frost-Gorham, in describing 
the famed Baldwin ruby, recently purchased by the 
jewelry concern from Harry Winston, jewelry broker, 
527 Fifth Avenue. The stone is set in a pendant and 
when compared with another large ruby of purplish hue, 
the pure “pigeon-blood” color of the gem proclaimed its 
unique beauty. The ruby is virtually flawless, weighing 
about 25 karats and, according to Mr. Black, will be set 
in a ring, for which, he remarked, its shape is ideal. 


The early history of the gem is somewhat shrouded in 
mystery but it has been definitely established that the 
stone originally came from Burma. In speaking of the 
ruby, R. Clifford Black, vice-president of the firm, de- 
scribed a practice of the ancient Burmese potentates which 
explains, to some extent, the great rarity of rubies of large 
size. “The royal family,” he said, “controlled the output 
of the mines, and whenever a ruby of great size was 
found it automatically came into the sovereign’s posses- 
sion. ‘This, of course, had an unfortunate effect upon 
the income of the miners, and to protect themselves they 
split up the larger rubies so that they would not have to 
surrender the stones to the royal treasury.” 


The Baldwin ruby, in all probability, was sold by 
one of the monarchs of Burma in times of stress, it finally 
falling into the hands of E. J. “Lucky” Baldwin, Cali- 
fornia pioneer and gambler par excellence, from whom it 
has derived its name. ‘The stone was inherited by his 
daughter, the late Mrs. Clara B. Stocker, and was finally 
purchased from her estate by Harry Winston. 





Tea for 700 Society Women 
(From page 55) 


Robert Treat will you kindly introduce your- 
self to Mrs. —————— who will greet you in 
our behalf. 


‘Thanks again for your cooperation. 
£ y 
“Very truly yours, 
“JEROME B. Wiss. 


“The tea was held in the main ballroom of the hotel 
and by 3 p. m. almost all of the guests had arrived. 
After a little music, Mrs. Gunn began her talk, giving 
a full demonstration of how to set a formal dinner, an 
informal dinner, and a tea table. She explained each 
move, telling the origin of the various customs and giv- 
ing additional information applying to other occasions. 
After each demonstration she answered questions relat- 
ing to her subject, which came thick and fast from the 
interested listeners. 


“Shortly after four o’clock tea was served from tables 
situated along the walls of the ballroom. The hostesses, 
who were the presidents of the various clubs, were each 
supplied with a corsage of roses. During the tea, the 
ladies enjoyed the exhibit of china, crystal, and antique 
silver, which included several rare pieces of interesting 
origin.” 
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MARQUISE 
and 
EMERALD CUT 


DIAMONDS 


The MARQUISE Diamond 





Sapphires, Star Sapphires 
Emeralds and Pearls 


“+48 


Jerome Richheimer 


Importers and Cutters 


FANCY CUT DIAMONDS 


20 West 47th Street 
NEW YORK 
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PEARLS 


Pearl Necklaces 
Pearl Scarf Pins 
Pearl Ropes 
Black Pearls 
Single Pearls 
Star Sapphires 
Star Rubies 





Charles T. Dougherty Co., Inc. 


Importers of Pearls and Precious Stones 
7-11 West 45th Street New York City 























The Gift To Her Fiance 
THE STAR SAPPHIRE RING 





GEMS OF FASCINATION 


The bestowal of a gift upon her betrothed by the fiancée is a charming 
custom that breathes the romantic spirit of the engagement period. The Star 
Sapphire Ring is suggested as being a particularly suitable gift for this occasion. 


An extensive line of Star Sapphire rings for 
men and women, also cuff links and dress sets. 


Louis N. Marx 


551 FIFTH AVENUE NEW YORK 







































Death of Percy Savory 


Percy Savory, one of the most prominent members of 
the watch case trade of the East, and manager of the 
New York office of the Wadsworth Watch Case Co., 20 
W. 47th St., died at his apartment in the Hotel Winde- 
mere, 666 West End Ave., New York, at 7.30 a.m., 
Dec. 30. He was 62 years old. Death came as the re- 
sult of inflammatory rheumatism from which he had been 
suffering for about two weeks. 

Born in Norfolk, England, Feb. 24, 1868, Mr. Savory 
came to this country in 1887. Shortly after his arrival 
he entered the employ of Joseph Fahys & Co., watch case 
manufacturers, and in 1890 became manager of that 
concern’s Chicago office. In 1896 he returned to New 
York to become manz ager of the New York office of the 
Wadsworth Watch Case Co., later becoming sales man- 
ager of the concern and remaining in that capacity until 
the time of his death. 

Deceased was a widower and had no surviving relatives 
in the United States. He leaves several brothers and 
sisters living in England. 

During his career of 40 years in the industry he was 
active in the affairs of the jewelry trade. Besides being 
acharter member of the Jewelers 24 Karat Club of New 
York, he was a member of the Philadelphia Jewelers 
Club and was associated with the Maiden Lane Outing 
Club, the Jewelers Fraternal Association and other trade 
organizations. 

Funeral services were held Jan. 2 from the Riverside 
Memorial Chapel at 76th St. and Amsterdam Ave., with 
burial in Woodlawn Cemetery. 

The honorary pall bearers at the funeral included: 


H. M. Stegeman, Jules Schwob, Roy Linthicum, Fred 
Cook, Amos Blackinton, Lee Peabody, Lawrence Perci- 
val, I. E. Boucher, William Fowlie, Rene Clerc, Frank 
C. Beckwith, Commodore Geo. Gilchrist, Anthony Peter, 
W. S. Manheimer, G. Percy Clap, Edward Sickles, 
Frank Kennedy, Eben Marsh, Edward E. Hardy, Louis 
Freund, J. V. P. Heinmuller, John Sherwood, Fred G. 
Gruen, Richard S. Moore. 





Conditions in Colombo, Ceylon, Gem Trade 


WasHINcTON, D. C., Jan. 5.—With few tourists vis- 
iting the Island during the quarter, and with local busi- 
ness conditions decidedly off, transactions in the gem 
market have been limited indeed, says a report to the 
Department of Commerce from Colombo, Ceylon. 


The price of fine stones remains firm. It is reported 
that the supply of fine star rubies and sapphires and blue 
sapphires is scarce. It is also reported that holders of 
gems are holding back their supplies and will probably 
tontinue to do so for some time. 


The declared exports to the United States for the 
quarter ending Sept. 30 were valued at $158,093.36, as 
compared with $16,690 for the same period of last year. 
A considerable percentage of the third quarter exports 
is thought to be represented by shipments taken to the 
United States by local dealers, part of which will be 
returned. 
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1931 AMERICA—FORWARD MARCH 


That’s the ringing battle cry of a nation that’s marching on to pros- 


perity. Swing into line, jewelers; fine stock and confident salesman- 


ship will do it. 


The New Vogue Birthstone Nathan TRU-STONE Synthetics are in constant demand for birthday 
—euneea wean gifts and fashionable wear. They are amazingly true to nature in 
Write for Colored Booktee COlor and hardness. Backed by Nathan advertising and service, 
Ph snail their own richness and beauty, as well as exceptional value, 


Sales Promotion Pian Nathan Tru-Stones will bring you new profits in 1931]. 


S. NATHAN @ CO., INC. 


71-73 NASSAU STREET, NEW YORK CITY 
Branch Office: 10 West 47th St., New York City 
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Soviet Government Expects to Develop Ural 
Gem Production 


A Russian government expert has just completed his 
investigation of the Ural emerald mines and amethyst 
deposits. He expressed an opinion that in the course of 
the next year the Soviets will be able to export $500,000 
worth of Ural stones, precious and semi-precious, provided 
a certain rationalization of mining and polishing is effected 
and the necessary technical leadership is introduced. 

The Moscow monthly “Tridtzat Dnei”’ (“Thirty 
Days”) states, in this connection: “The Ural amethysts 
have a bright-red color, very rarely met with in nature 
and very highly valued on the foreign market.” 

The Moscow “IJzvestia” (“The News’) reports that 
a German group of geologists was doing some boring in 
the emerald mines near Troitzky Priisk during the past 
summer. 

In the-North, near the White Sea shores, a group of 
Soviet experts was exploring for river pearls. 





Customs Ruling on “Drawback” of Importance 
to Gem Trade 


WasHINGTON, D. C., Jan. 2—The Commissioner of 
Customs, F. X. A. Eble, has authorized the collector of 
customs at New York to allow drawback on emerald 
earrings, sapphire earrings, ladies’ rings, pearl necklaces, 
and pearl and platinum necklaces, manufactured with the 
use of imported articles. “The necklaces were manufac- 
tured at the plant of Mauboussin, Inc., New York city, 
and the earrings and rings were manufactured for the 
account of that company by Barmache-Dubrowin, Inc., 
also of New York. 

The Commissioner calls the collector’s attention to 
Par. 1615 of the present Tariff Act “under which re- 
importation of articles previously exported with benefit 
of drawback is prohibited except upon payment of duties 
equal in amount to the drawback allowed.” 


The paragraph of the present tariff to which the Cus- 
toms Commission has called collectors attention is con- 
sidered significant in importing circles in New York 
inasmuch as it was stated that this will likely stop at- 
tempts to make money by exporting fine jewels that had 
been brought in under the old tariff at 20 per cent and 
re-importing them under the new tariff of 10 per cent. 

It had been reported that some gems that had been 
brought in during 1929 and early in 1930 under the old 
duty might be mounted cheaply, re-exported, and if 
found salable here then brought into this country later 
under the 10 per cent duty. If any importers contem- 
plate doing this, they are apt to be disappointed because 
the full refund or drawback will be included on re- 
importation. It would only be worth while doing this 
in the case of large costly gems and it is reported that 
such gems will have to be photographed in order to get 
the drawback and a photograph and description will be 
on file to identify them should they be re-imported again 
either as gems or in jewelry. 
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the 
beautiful 








The lure of jade is 
universal. Its subtle 
beauty makes it as 
popular in this coun- 
try as in the East. It 
is the choice of the 
discriminating always. 




















The retail jeweler can 
stock and sell fine 
jade with satisfaction 
and profit. It will give 
him prestige and build 
up a most desirable 
clientele. 








Let us supply you with 
the fine jade your cus- 
tomers want. 
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Through two cen- 

turies marking the 

standard quality of 
fine watches. 


THE WATCH OF 
SUPREME QUALITY 


Imported Exclusively by 


HENRY FREUND & BRO. 


20 West 47th St. 
New York 




















Original Heirloom Pieces 
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Solid Silver 


| 
of 

Mid -Victorian Period 
1850-1860 | 

An unusually complete selection of 


masterpieces of a famous period. Popu- 
larly priced. 
We also carry a full line of smart modern 
creations in 14k gold, set with genuine 
semi-precious stones. 


Bracelets, Necklaces, Earrings, Brooches, 
Rings, Pendants, Chains. 














MEMO SELECTIONS TO RESPONSIBLE STORES 


LEO ELWYN @ CO.,, Inc. 


23 West 55th St. New York City \ 
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Manufacturing Jewelry Industry Showed Distinct 
Growth in 1929 Over 1927 


CENSUS OF MANUFACTURES: 1929 
JEWELRY 


Wasuincron, D. C., Jan. 10.—The Bureau of the 
Census announces that, according to a preliminary tabu- 
lation of data collected in the Census of Manufactures 
taken in 1930, the total value (at f. o. b. factory prices) 
of jewelry and jewelry findings shipped or delivered in 
1929 by establishments in the United States engaged pri- 
marily in the manufacture of this class of commodity 
amounted to $157,969,134, an increase of 1.1 per cent, 
as compared with $156,270,642 reported for 1927, the 
last preceding census year. ‘The items comprised in the 
1929 total are as follows: Platinum jewelry, $40,191,077; 
gold, $41,096,248 ; gold-filled and rolled-gold-plate, $10,- 
807,597; silver, $10,752,019; gold—electroplated, $5,- 
842,163; other jewelry, $27,799,788; findings, $21,- 
480,242. 

The statistics for 1929 and 1927 are summarized in 
the following table. The figures for 1929 are preliminary 
and subject to revision: 


Per cent 
of 
Jewelry Manufacturers 1929 1927 increase 
Number of establishments. . 1,526 1,367 11.6 
Wage earners (average for 
the year)! .............. 26,409 24,116 9.5 
Oe Oe ne Rene $37,357,713 $36,765,805 1.6 


Cost of materials, containers 
for products, fuel, and 
purchased electric current? $78,117,795 $76,915,375 1.6 











Products, total value2..... .$171,523,904 $164,865,057 4.0 
Jewelry and findings, total.$157,969,134 $156,270,642 1.1 
Jewelry, total ........ .$136,488,892 $140,944,198 3.2 
Platinum ........... $40,191,077 $35,730,369 (3) 
GI ooo ieee ss cnees $41,096,248 $39,554,691 (3) 
Gold-filled and rolled- 
gold-plate ......... $10,807,597 $11,228,077 (8) 
Gold—electroplated .. $5,842,163 $3,305,479 (3) 
SER ee ite esos $10,752,019 $6,086,567 (3) 
Other metals eee $27,799,788 $18,251,576 (3%) 


Platinum, gold and sil- 
ver jewelry, not re- 
ported separately as 
to kind* ..... ee $26,787,439 

Jewelry findings .. $21,480,242 $15,326,444 40.2 
Other products, value, and 
receipts for custom 

and repair work... $13,554,770 $9,865,592 37.4 

Value added by manufacture® $93,406,109 $87,949,682 6.2 


‘Not including salaried employees. The average number of wage 
earners is based on the numbers reported for the several months of the 
year. This average somewhat exceeds the number that would have been 
required for the work performed if all had been continuously employed 
throughout the year, because of the fact that manufacturers report the 
numbers employed on or about the 15th day of each month, as shown 
by the pay rolls, usually taking no account of the possibility that some 
or all of the wage earners may have been on part time or for some other 
reason may not actually have worked the entire month. Thus in some 
cases the number reported for a given month exceeds the average for 
that month. 

? Manufacturers’ profits can not be calculated from the census figures 
because no data are collected for certain expense items, such as interest 
on investment, rent, depreciation, taxes, insurance, and advertising. 

e figure for 1927 is not comparable with that for 1929, and there- 
fore - per cent is given. (See Note 4.) 

* At the census for 1927 a number Gt manufacturers were unable to 
supply q separate value for each kind, but for 1929 values were given 
in detai 

5 Value of products, less cost of materials, containers for products, 
fuel, and purchased electric current. 





D. F. Ingersoll, who for the past 16 years has repre- 
sented the Frank W. Smith Co., Gardner, Mass., is now 
with the Richard Dimes Co., sterling silver manufacturer 
of Boston, which he will represent in the middle western 
_ territory. 
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Celebrated 


SCHICKSNAPS 
Are On Display 
Cards Now! 


One Dozen Gold Filled 


SCHICKSNAPS 
On New Display Card 


Sold thru 
your wholesaler 


HARRY C. SCHICK, Ine. 


99-105 Chestnut Street, Newark, N. J. 


Chicago — New York — San Francisco 
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Diamonds 
Platinum and White 


Gold Mountings 


JEWELRY AS SHARED SENTI- 
MENT — AS EXPRESSION OF 
LOVE AND AFFECTION HAS 
ALWAYS PLAYED AN _ IMPOR- 
TANT PART IN THE PROGRESS 
OF AMERICA. 


LET IT CONTINUE. 


CARL M. HUCK 


Suite 1522 
38 East Washington St. 





CHICAGO 
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J.L-WARNER CO. Inc. 


Importers of Precious Stones 
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BRACELET 
LAYOUTS 
SPECIALISTS IN 
HIGH GRADE 
CALIBRE— 
FINE 
LAPIDARY 
STARS WORK 
EMERALDS 
RUBIES 
SAPPHIRES NZ 
CATSEYES 
36 West 47th Street 
New York City 
mT er 
RARE 
PRECIOUS STONES 
. vvvyv 


PEARLS, EMERALDS, 
SAPPHIRES, RUBIES 


ESTABLISHED 
PERMANENT OFFICE IN THB 
UNITED STATES 


L. SCHIPPER 


62 West 47th St. New York, N. Y. 
Phone BRY { pon a4 


BAHREIN 
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BOMBAY 











































































































European Gem Markets 


Lonpon, Jan. 2.—It is understood here that the cut- 
ters and workmen of Holland have decided to restrict the 
output of cut diamonds by 50 per cent. ‘This decision is 
in line with the recommendation of the International 
Commission and will apply to the cutting centers of Bel- 
gium, Germany and France as well. A vote was taken 
several days ago and the proposal to restrict the volume 
of new stones on the market was approved with few dis- 
senting voices. 

The proposal to close Continental cutting factories for 
a time in the new year was discussed several weeks ago 
and the decision to carry the project into effect is con- 
firmed by Cheapside to the diamond firms here. 


It is reported from Antwerp that last week’s referen- 
dum on the question whether all factories should close on 
Jan. 1 for at least a month has been carried by a large 
majority and the consequence will be that no new goods 
will be coming on to the market for some time. This 
will particularly affect the output and prices of small 
brilliants and mélée, the sizes that have been most de- 
pressed by wage cutting, and it is anticipated that prices 
in these articles will be bound to stiffen. 

There is very little change in business conditions, trade 
remaining unusually quiet for the time of the year. 

Financial conditions among many of the smaller and 
medium diamond firms of both Antwerp and Amsterdam 
are reported there to be very bad. 


Paris, January 2.—There have been many reports 
from this city as to the bad financial condition of the 
gem trade but most of these have given an incorrect im- 
pression as to the situation. Briefly summed up, this is 
the situation: 

Through circumstances too long to explain in a few 
paragraphs, the Paris pearl market found itself with an 
over-abundance of merchandise of the lower qualities. 
Some of the seemingly large concerns found themselves 
unable to meet their obligations. Such make-shifts as 
the making of accommodation paper were resorted to by 
some, and in proportions so large as to make a crash 
inevitable. 

-. This, added to the fact that the banks were unable or 
unwilling to discount pearl paper, created a situation 
where even the perfectly solvent concerns had great 
dificulties in meeting their obligations. ‘To try and 
remedy this situation a group was formed composed of 
some of the more prominent dealers, who will guarantee 
the paper of these concerns after examining their financial 
status and accepting merchandise to the same amount as 
collateral. {Nae 

This solution is far from meeting the undivided ap- 
proval of the trade. 

Under these more or less chaotic conditions it might 
be foolhardy to venture an opinion as to the future. 
Even as these lines are being printed conditions may have 
changed. An encouraging note in the situation lies in 
the fact that no cheap goods are being offered. 

As to the diamond situation, the cutters in France will 
follow the agreement entered into in Antwerp and 
Amsterdam and curtail production at least 50 per cent 
for the present. 
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FINE PLATINUM 
CHANNEL RING MOUNTINGS 


FURNISHED IN ANY WIDTH 
INCLUDING SETTING OF 
YOUR DIAMONDS 


$10.00 
NET 










Ring Design 
U. S. Patent No. 82,243 


NATIONALLY ADVERTISED 


Diamond-Heart Ring 


Unique designs and quality construction are 
back of Diamond-Heart Wedding rings. 
Made in Platinum and 18K White Gold, 
full diamond set, or partly set; also 
may be had carved without dia- 
monds. Write for an interest- 


ing catalogue and prices 





Sole Manufacturers 
of the D-H Ring 
U. S. Patent 
Des. No. 70,209 


THE DIAMOND-HEART CO. 


MAKERS OF JEWELRY SINCE 1907 


62 W. 47th Street New York City 
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73] NEW HAVEN-WESTINGHOUSE 


FELGIN- N-HAMIETON-WA | HAM . 
ILLINOIS-HOWARD 


HADLEY- STURDY-CLAP-WADSWORTH 
WATCH ATTACHMENTS-— 





~ SYNCHRONOUS ELECTRIC CLOCKS 
1015 CHESTNUT STREET 


PHILADELPHIA ~ ~~ PA. 






























WM. V. 


SCHMIDT ©&. 


Special Order Work. 
] rT) Cutting—Incrusting. 
| N 








Importers of Precious and Imitation 
Stones 





(UNIVERSAL,) 
TRADE \ERU MARK 


” Beautifully Modeled—Substantially Made 






Emblems for all degrees 
Plain, Enameled and Diamond Set 


INTERCHANGEABLE 
iW Colored Onyx and Gold Backgrounds 
17 Under Emblems 
UA ‘ INTERCHANGEABLE 
Ring made in 4 Patterns 


14K Green and Yellow, 18K. Wh. Gold 


Protected by three separate U. S. Patents 


Write to Us for Booklet 


















ESTABLISHED 
1908 | 








22 W. 48th St. 
New York City 





Mail Your Jobs 
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PAPAZIAN BROTHERS 


DIRECT IMPORTERS 
2 WEST 46TH STREET, NEW YORK CITY 


) ZIRCON 


The Most Fascinating Gem Amon 
A Full Line of All Shapes & Sizes in Blue, White ry Brown Colours 

















GENUINE 


° Japanese Cultured Pearls 


DIRECT FROM THE FISHERIES 
COMPLETE ASSORTMENT—PRICES REASONABLE 























No Diamond Digging in the Sea, Says South 
African Official 


Lonpon, Jan. 3.—Members of the diamond trade 
here who were disturbed by the recent reports emanat- 
ing from South Africa to the effect that a man by the 
name of Thom had found a way to get diamonds from 
Namaqualand and was getting diggers to join him in 
doing so, have had their minds eased by the subsequent 
reports from Capetown indicating that the government 
would not in any way permit this to be done. 


According to the original story, Thom attempted to 
get diamonds on the coast outside the “crown lands”’ be- 
tween high tide and low tide boundaries, claiming the 
government’s control did not extend beyond the latter. 
He was arrested and later discharged and he announced 
that he would bring other diggers to the shore and 
fight the attempts of the government which had sworn in 
additional police to stop this. 

In order to find out exactly what the situation was, 
the Rand Daily Mail sent to O. Pirow, the Minister of 
Justice, and who is also acting as Minister of Mines 
and Industries, for an official statement, and Mr. Pirow 
has responded with the following: 

“There will be no ‘Diggers’ Trek to Namaqualand’ 
in spite of the publicity given to Mr. Thom’s state- 
ments. 

‘‘No diamonds have been found on the beach, or in 
the sea, off the coast of Namaqualand, and any persons 
trespassing on Crown Land north of Port Nolloth, 





including the sea shore and the shallow areas below low- 
water level, will immediately be arrested. 

“The only party of Lichtenburg diggers at present in 
Namaqualand is destitute, and 1s receiving rations from 
the Department whilst preparing for their return jour- 
ney. Any further parties will not receive assistance.” 





Diamond Importations for November Show 
a Marked Decrease 


Diamond imports for the month of November showed 
a marked decrease both from the figures of the preceding 
month and the figures of a year ago, according to ad- 
vanced statistics compiled especially for THE JEWELERS’ 
CircuLarR. These indicated the total value of rough and 
cut stones brought in in that month amounted to $1,977,- 
430, a decrease of nearly $1,800,000 from the figures of 
October, and of nearly $1,000,000 from the total impor- 
tations of November a year ago. 

Of the amount brought in, the value of the cut stones 
was given as $1,597,176, and that of the rough, $380,254. 
Of the rough imported but a comparatively small amount 
came directly from the London Syndicate, the total ex- 
ports from the United Kingdom being but $63,445. The 
amount brought in from the diamond cutting center of 
Belgium amounted to $124,870, and that brought directly 
from the Union of South Africa, $171,579. Of the cut 
stones imported, the bulk, as usual, came through the 
Port of New York, the largest amount being shipped from 
Belgium. The cut stones sent directly from South 


Africa amounted to over $133,000. 





Help yourself to 


PROFITABLE SALES 


* rature these | 


BLACK ONYX PENDANTS 
* 


Black Onyx Pendants, created 
and styled by W. C. Edge, have 
proven decidedly popular... 
and a profitable line for dealers 
to feature. Black Onyx Pendants 
are distinctive and characterful 
...smart and voguish. They’re 
in demand today . . . . 


SOLD THROUGH WHOLESALERS 


W. C. EDGE 


JEWELRY COMPANY 


480 Washington St., Newark, N. J. 
New York Office: 15 Maiden Lane 


THE JEWELERS’ CIRCULAR 
for February, 1931 


















110 


NOW 


BASKETBALL 


CHARMS 


MR. JEWELER 
Increase your profit without adding 






to your stock. 
Your local school or college is a 
very likely prospect right now. 











¢ ¢ 


We will send an assortment of samples 
at prices that will assure you the order. 


Don’t overlook the possibilities. The 
time is here and we are ready to assist 
you. 


THE ROBBINS COMPANY 


Attleboro, Mass. 
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“PALLADIUM” 


A NEWER JEWELRY METAL 
FOR THE NEW YEAR 


q 


For years—the traditional jewelry metals 
have been platinum; yellow, red and 
green golds—and somewhat more re- 
cently—white gold. 


g 


Isn’t it about time to place a new metal 
for jewelry on the market—not in place 
of platinum which no metal can replace 
in its established position and price class, 
nor in place of the colored golds—used 
since time immemorial for jewelry—but 
as a brand new precious metal—in place, 
if anything, of artificially blended white 


golds? 
| 


Let us consider why PALLADIUM is so 
well fitted for jewelry. 


NEWNESS— 


WHITE COLOR— and moreover a natural, per- 
manent lustrous White—im- 
mediately acceptable to a 
public accustomed to colors 
like that of platinum. 


QUALITY— PALLADIUM — a _pplatinum 
of metal metal itself—is alloyed with 
other platinum metals to be 
of the proper consistency 
for jewelry. It contains no 

base metals. 


To stimulate jewelry demand. 


PRICE— At present market prices 
and considering its lightness 
(low specific gravity) on a 
par with 18K White Gold. 


WORKING Practically like those of Plat- 
QUALITIES— inum—easy to work, easy to 
set. Saves breakage and 

wear of tools and dies. 


Let us tell you more about Palladium. 
Write for an interesting little booklet. 


The 
AMERICAN PLATINUM WORKS 
N. J. R. R. Ave. at Oliver St. 


NEWARK, N. J. " 
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This Sterling Silver window display attracted 
much attention at the store of the J. C. 
Herker Jewelry Co., Grand Rapids, Mich. 


Selling Sterling Silver for Service 


dd 
Sterling silver is holding 
its place in spite of the inroads of the plated ware,” says 
Roy Taft, general manager of the J. C. Herker Jewelry 
Co., Grand Rapids, Mich., where excellent sterling win- 
dow displays are often seen. The exhibit illustrated above 
is one of them. 

There are many ways that retail jewelers can build 
business in sterling silver and attractive window displays 
are always a source of interest to the public and profit to 
the jeweler. 

The pride in ownership of fine silver is a strong argu- 
ment for the jeweler to use in promoting sales. He can 
sell pieces that may be handed down from generation to 
generation and here is how one jeweler managed such a 
sale. 

A woman called at a California store to purchase a 
meat platter. Let the jeweler tell how he made the sale: 

“I shewed her several platters and the choice finally 
came down to one particular dish. She asked how much 
it was and when I told her $50 she said, ‘Why, I just 
saw one that looks just like this in a department store 
for $10.’ 

“I said, ‘I quite believe you, madame, and if you had 
shopped around in the cheaper stores, it is quite possible 
that you might have found a dish that looks to you just 
like this one for as low as $5, but it would not have this 
sterling stamp on it.’ I turned the dish over and showed 
her not only the quality mark but also the stamp of a very 
reputable company. I then asked her if she was buying 
it for herself and if so did she expect to buy another 
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platter very soon. Her reply was that it was for herself 
and she expected to have it last the rest of her life. 

“T said, ‘All right, is $50 too much to pay for the ser- 
vice you expect? This platter will give you that service 
if you give it ordinary care.’ 

“T then took a silver half dollar from my pocket and 
said: ‘Imagine that amount of silver roiled out thin 
enough to go all over the dish and then think how little 
silver there must be on the very cheap dishes, not to men- 
tion the base metal and poorer workmanship. Good 
plated ware will also give you excellent service, but 
Sterling is Sterling.’ 

“She bought the sterling silver dish.” 


A number of retail 


jewelers have developed their silverware sales by using 
table displays and inviting some of the women in their 
cities to participate in afternoon teas. In the story in 
this issue on this subject, the Newark jeweler invited 
members of the New Jersey women’s clubs to attend a 
tea at a high class hotel. He arranged to have an au- 
thority on the subject speak on the “Art of Table Set- 
ting.” The presidents of the clubs were invited to act 
as hostesses at the tea table. The affair was a big success. 
It is only one of the many ways in which a retail jeweler 
can build prestige for his store and, incidentally, increase 
his sales of silverware. Read the article ““Tea for 700 
Society Women,” on pages 54 and 55 of this issue of 
THE JEWELER’S CIRCULAR. 
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Correctly-Sty led Sterling 


for Smart Hostesses and their Jewelers 


THERE IS ONLY ONE logical basis for s¢y/e in Table Silver, and that is the 
style of interior decoration. The point is so obvious! For good taste is 
simply the art of selecting those things which harmonize and are appro- 
priate to their surroundings Smart hostesses know this, and in con- 
stantly increasing numbers are selecting their Sterling Silver Table- 
ware from “Treasure” patterns. “Treasure” patterns are not only pleasing 
to.the eye, but they are soundly designed for the discriminating who 


know art and decoration and its importance in the 


“ 
creation of modern homes of character and beauty. Ore ASUTL. 


ROGERS - LUNT & BOWLEN COMPANY Solid Silper 


C3], ; . ) 
csilt ersmiths Greenfield, Mass. STERLING 925/1000 FINE 





For Dining Rooms Decorated in the Spanish or Mediterranean Manner .. . THE GRANADO PATTERN 
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Your Silent Partners on Inventory Day 


By JAMES V. NORMAN* 


l, the jewelry 
industry an accurate set of double entry books is very 
necessary to safeguard the proprietor’s financial interest 
and to furnish the facts from which he is able to ascertain 
the success or failure of all his business transactions. 

The more simple the system, the better. Yet care must 
be taken that the plan adopted is sufficiently comprehensive 
and explanatory to satisfy not only the person keeping the 
books, but those who may have occasion to refer to them. 
However satisfactory it might be for a merchant to follow 
a system which is intelligible to himself alone, circum- 
stances may arise that render the inspection of others 
necessary, and from their inability to follow out the 
transactions in the books, suspicions might be engendered 
for which there was no real foundation. 

Remember, you have two silent partners in your busi- 
ness, the Government and the Insurance Company. Every 
merchant in the jewelry industry who operates a business 
of buying and selling and whose merchandise is insured, 
should keep this situation in mind. 

I have found instances where the proprietor of a 
retail jewelry establishment, a wholesaler, a manufacturer 
or a Uiamond importer will, for confidential purposes, 
figure his business standing, net income and profits on a 
very conservative basis, to avoid imaginary or book profits. 
This is usually accomplished by manipulating the inven- 
tory of his unsold merchandise at the end of the year. 


Now, as a matter of fact, a well kept set of books, when 
properly audited, will not reflect imaginary profits, but 
let us assume that the merchant believes they do and then 
follow this abuse and its possible consequences. 

In the first place, the merchant should bear in mind 
that a merchandise inventory sliced down for some confi- 
dential purpose does not permanently dispense with the 
imaginary or book profit, but merely postpones the issue. 
We will make this quite clear by citing an example. Sup- 
pose a merchant after taking stock at the end of the year 
finds it has a value based on cost, or replacement in the 


*Member of the firm of Zeiss & Norman, accountants, New York. 
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aggregate sum of, say, $100,000, and to be conservative 
decides to slice it down and show it on his books as $85,- 
000, a cut of $15,000. 

To start the new year, the books will then show a mer- 
chandise stock of $85,000 instead of $100,000, and to do 
the same thing at the end of the second year the stock 
must be sliced $30,000. At the end of the third year the 
cut must be $45,000, and so on. Furthermore, this prac- 
tice, if continued, may lead to other entries, among which 
may be accommodation purchase invoices, padded pay- 
rolls, ete. 

Now, let us see what happens if, due to some unfore- 
seen calamity—such as a robbery or holdup—the other 
silent partner, the insurance company, comes into the 
picture. The merchant will find that under the terms 
and conditions of his contract with the insurance com- 
pany he may not collect full value for each missing article 
and may have considerable difficulty in negotiating a set- 
tlement where confusing values appear in the books of 
account. 


l. is therefore advisable 
to follow a procedure in taking stock that will meet the 
requirements of all interested. The procedure will be, 
briefly, as follows: 


1. To obtain a bound book. 

2. To enter in this book by a physical count all the 
merchandise on hand, unsold articles out with 
salesmen, or customers to be included. 

3. To describe the various article so that the book will 
constitute a detailed and itemized inventory record. 

4+. To value the merchandise at its net cash cost or 

market value, whichever is lower. 

To keep the inventory book in the safe for future 

reference. 


nn 


Contrary to a general impression, insurance companies 
are usually willing to meet obligations promptly and in a 
manner that is mutually satisfactory. They must, how- 

(Turn to page 133) 
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IN she hue 


and cry o f{ 
“poor business” 


we rise to protest the point! 





Acknowledging some slackening in buying over 
peak prosperity years we maintain that “good 


values” will sell now as well as before. 
There is the overlooked and significant fact. 


The loose buyers of yesterday are tightening up. 
Full value is demanded and orders placed when it 


is forthcoming. 


A great share of this full-value buying is from 
small manufacturers who by reason of small, 
efficiently handled organizations, progressive meth- 
ods and closely controlled overhead, can keep step 


with the rapidly changing tempo of value. 


Let us cite our own case. Despite a general lower- | 





ing of our prices in keeping with the trend, we 
have sold and delivered twenty per cent more flat 
and hollow silverware than ever before in our 


history. 


If that does not prove that buyers are alert to 


value opportunities, what does? * 


MANCHESTER 


SILVER COMPANY 


PROVIDENCE . . . . RHODE ISLAND 


* 















The Menace of Special | axes 


What Effect the Bills Proposed in Many States Would Have on the 


Retail Merchant Explained in New Tax Primer—A Summary of 
the Objections to All Taxes of This Kind 


With about three score 


bills on the subject of new taxation on business ready for 
introduction in various State legislatures, the business- 
men of the country should prepare to make the greatest 
fight in their history against additional burdens and as 
most of these bills refer to turnover taxation, mercan- 
tile taxes, sales taxes and often luxury taxes, the retail 
jewelers of the country may be faced with a fight against 
proposals that if enacted would eat into their profits to 
an extent that they have not heretofore had to bear. 

The condition calls for the cooperation of every indi- 
vidual merchant in the jewelry trade and under the 
leadership of our trade organizations, particularly the tax 
committees of the Jewelers’ Vigilance Committee, the 
A. N. R. J. A. and other organizations, the aid of our 
retailers will be solicited. ‘The fight in New York State 
is already on. 

That the retail jeweler may be conversant with the 
different kinds of taxes and what they mean, a primer 
giving details of this kind of special taxes and their 
effect upon business compiled by Meyer D. Rothschild 
is now being circulated by our organizations, and will 
give the merchant the material that he needs in preparing 
arguments to obtain the aid of his local business bodies 
and merchants in other lines in the great fight that is 
before us. 

However, we have been requested by a large number 
of subscribers for a brief statement on the question of 
special taxation that will cover some of the essential 
points as to the harm that they will do to business and 
particularly the jewelry business, and the following has 
becn prepared in answer to this request: 


Systems of special State taxation, in no matter what form 
proposed, are nearly always a menace to business and indus- 
try of a State. The proposition before the New York State 
Commission to report a system of taxation that will relieve 
real estate from its present burden is resulting in proposals 
for various forms of sales taxes which every business man 
must oppose. 

Whether the tax be (a) on the turnover on the receipts 
from business, professions or services, or (b) a tax on the sales 
of merchandise, or (c) on either the sales of merchandise by 
the manufacturer, producer or importer, on the one hand, or by 
the retailer, on the other, or (d) a tax on a particular busi- 
ness such as include the luxury tax, or (e) a tax on production 
by manufacturers alone, or (f) a graduated sales tax, each 
and every one of such taxes, when enforced by the State, will 
prove a burden. This burden is first to the people of the 
State who will eventually have to pay the extra taxes and, 
second, the manufacturers and dealers in that State who will 
be handicapped in their competition with the tax-free merchan- 
dise offered by concerns without the State boundary and par- 
ticularly by catalog and mail order houses. 

A turnover tax will result in several taxes on the same 
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article, causing the ultimate consumer to pay an amount at 
least two and one-half times as much as the rate of the tax. 
A one per cent tax on all turnovers may run to three per cent 
on the retail selling price, owing to pyramiding. It will tend 
to drive industries out of the State and will keep industries 
and buyers out of the State. It will decrease production by 
manufacturers and sales by retail merchants. 

A tax on all sales will have the same effect as a turnover 
tax except that it would not draw revenue from the professions 
or income from services. 


A sales tax on the importer, manufacturer and producer will 
have many of the disadvantages of the turnover tax, cause the 


consumer to pay an amount equal to two and two and one-half 
times the rate of the tax (owing to pyramiding) and will put 
manufacturers and wholesalers at a serious disadvantage in 
competition with those outside the State. 

A tax on retail sales will put the burden of unfair compe- 
tition entirely against the retailer and this would not be an 
insignificant handicap because necessarily a retail tax must be 
fairly high as there is no pyramiding. In addition, it means 
unusual trouble and expense to the retailer in meeting the 
regulations for administration. It will increase the cost of 
living to consumers who cannot buy their merchandise outside 
the State. 

A luxury tax, a tax on retail sales in special industries or 
on merchandise above a certain value, is the most inequitable, 
unreliable, unfair and, in many instances, unenforcible form 
of sales tax. Where and how are we to draw the line or 
define the luxuries—the semi-luxuries and _ non-essentials? 
Luxury taxes during the war covered articles in nearly 50 
industries, and ranged from 5 to 10 per cent (and in one 
instance, 100 per cent). Where the taxes were on the manu- 
facturer, producer or importer, the customer paid many times 
this amount. 

The unfairness of the taxes that existed under the Federal 
system would be increased under the State systems, whereas, 
the illegitimate or unfair competition that ensued under the 
former between the knave who avoided the tax and the honest 
merchant who paid it will be multiplied many times under a 
State bill. Added to this will be the unfair competition of the 
catalog and mail order houses as well as the ordinary mer- 
chants in bordering States, which will result in the merchant 
taxed being unable to add the tax to his merchandise and thus 
he must assume it as an additional burden to his business. 

A retail luxury sales tax will result in numerous increases 
in retail sales by manufacturers and wholesalers nominally 
made for resale but actually for consumption. The cost to the 
dealer and to the State in enforcing such tax will be enormous 
and the tax itself must be very high to produce any proportion 
of the revenue needed. 





Elgin Radio Station Renews License 
Wasuinocton, D. C., Jan. 5.—The Federal Radio 


Commission has granted a license renewal to station 
W9XAM of the Elgin National Watch Co., Elgin, II1L., 
using 4795 kilocycles and 500 watts power. 
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A Rare Combination of 


TASTE and SIMPLICITY 
with which 
one can live forever.... 


DEBUT ANTE 


PATTERN 


Unquestionably, this desirable balance of virtues 





explains the remarkable record of this beautiful 
pattern. Indicative of unconditional surrender 
to the charms of The Debutante, is the fact 
that sales are greater by 100% than a year ago. 


Creators of Dimes Sterling are direct descen- 
dants of a long line of Master Silversmiths. Each 
executive has dvis hand in the production. This 
accounts for that “extra touch” which dis- 
tinguishes the product of Richard Dimes Co. 


DEBUTANTE i May we. place The Debutante and our other 
IN DIMES _ patterns in flat and hollow Sterling before you? 
STERLING Address Richard Dimes Co., 72 K Street, Boston, 

. Mass. 














HARD DIMES 


COM PANY 














New Officers Elected by Jewelers 
24 Karat Club of New York 


The election of officers for the ensuing year was the 
principal matter of interest at the annual meeting of the 
Jewelers 24 Karat Club, December 29. ‘The meeting 
was held at the rooms of the association, 15 Maiden Lane, 
New York, and was well attended. President Davidson 
started proceedings promptly at 3 o’clock and ex-president 
Sloan acted as temporary secretary in the absence of 


William J. Ward. ‘The resignation of V. S. Mulford 


Jacob Mehrlust, vice-president 





Photo by Blank-Stoller, Inc. 
Charles W. Sommer, President 





was accepted and Roy W. Johnstone was elected a mem- 
ber to fill the vacancy. 

The new officers chosen to guide the affairs of the 
club during 1931 are: President, Charles W. Sommer ; 
vice-president, Jacob Mehrlust; treasurer, Lee Reichman, 
and secretary, William J. Ward. All were elected 
unanimously after eulogies had been delivered on the 
nominees by the proposers. Messrs. Sommer, Mehrlust 
and Reichman made fitting responses for the honors con- 
ferred on them, Mr. Ward, who was re-elected for the 
sixteenth time, being absent. The Board of Directors 
chosen consists of H. C. Larter, A. L. Brown, G. H. 
Niemeyer, Leo Wormser, Frank T. Sloan, John W. 
Sherwood, T. Edgar Willson and the retiring president, 
DeWitt A. Davidson. 

The report of the treasurer, Lee Reichman, showed the 
club to be in a most healthy condition financially while 
another report listened to with great interest was that of 
G. H. Niemeyer, chairman of the Banquet Committee. 
He explained that the responses by members had been 
very gratifying for over 500 tickets had already been 
taken and applications were continuing to come in rapidly. 
He said there was no doubt that the full capacity of the 
room would be called for and that everything indicated 
that the banquet would be a success in every way. He 
called attention to the fact that the club had donated 
$3000 to the Unemployment Fund, check for which would 
be presented at the banquet to Meyer D. Rothschild, 
chairman of the Jewelry Trade Committee, and that $5 
from the subscription to each ticket is being set aside for 
this purpose. Should the full amount not be raised 
thereby, the difference would be paid out of the club’s 
treasury. He had no doubt that the attendance would be 
far in excess of 600. 

After a hearty vote of thanks was given to the retiring 
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Silver positively cannot 
tarnish in these... 
SILVERSEAL 


JARNISH PROOF 


SILVERWARE I CHEST 








Advertised in and guaranteed by 
Good Housekeeping,and approved 


by several thousand users 


You will be surprised 


if you will make a window display, and 
run an ad in your local paper, how many 
women there are in your community who 
are looking for something in which to 
keep the silverware they already have 
from tarnishing. 


THESE CHESTS ARE NOT TO DISPLAY SILVER IN 


Write for catalogue and prices 


Associated Silver Company 


4452 Ravenswood Ave., Chicago, also 


E. & A. Gunther Co., Limited, Brantford, Ontario, Canada 
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BUSINESS IS GOOD 
WITH WATSON 


In 1930, more units of Watson Sterling were 
sold than in 1929, with dollar volume slightly 
under, due to deep cuts in prices. 

K K 


Scores of jewelers who enjoy greater turnover 
and profits by selling Watson Sterling made 
this possible. They find Watson Sterling easy 
to sell. They depend on Watson Service, with 
orders invariably shipped complete within 24 
hours. They know Watson Quality, which 
has been standard these many years. 
* Ok 


Let us place before you the story of this rapid 


selling line of sterling, styled—priced—and 
sold in tune with 1931. THE WATSON 
COMPANY, ATTLEBORO, MASS. 


* OK 





The Jewelers Handbook of Watson Sterling 
flat and hollow ware patterns is under prepa- 
ration. It is designed to be a selling instru- 
ment for the jeweler. May we reserve a 
copy for you? 
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president, the meioers adjourned. The next meeting 
will be held the dx» oefore the banquet, which is to take 
place Thursday, January 22, at the Hotel Biltmore. 





Protest to President Against Ban on Words 
‘Nickel Silver” 


WasHINGTON, D. C., Jan. 10.—Complaint has been 
made by congressmen to President Hoover of the action 
of the Federal Trade Commission in connection with the 
use of the word “silver”? which has been prohibited as to 
products manufactured of what is known in the industry 
as ‘nickel silver.” 

This protest against the attitude assumed by members 
of the Commission toward legitimate industry was car- 
ried to the White House by Representative Edward W. 
Goss of Connecticut on behalf of industries in his State. 

Mr. Goss was accompanied by Representative Tilson 
of the same State, Floor Leader of the House, and Rep- 
resentative Merritt, also of Connecticut. They told the 
President that many Ansonia, Waterbury and other fac- 
tories make vast quantities of merchandise of this metal. 
It has been a trade term recognized for more than three- 
quarters of a century, Mr. Goss said, and cannot be 
considered as in any way imposing on the public in the 
belief that the articles are of real silver. 

“T thought,” said Mr. Goss, following his conference 
with the President, “that the President ought to know 
how this branch of the government looks upon matters 
of this kind; that he may guard against the appointment 
of men to the Commission who are unsympathetic or un- 
acquainted with matters of legitimate industry.” 





Two Distinct Trends in Modern European 
Silverware 


Madame Beatrice Bachelder, head of the educational 
and publicity department of the western division of the 
International Silver Co. has been hostess for her organi- 
zation at a number of interesting get-together dinners. 

Mme. Bachelder returned a short time ago from sev- 
eral months travel in Europe. She visited England, 
France, Germany, Holland and Belgium, studying silver- 
ware design and comparisons of the habits and cere- 
monies connected with entertaining and hospitality in the 
different countries. 

She showed samples of silverware collected while 
abroad, outstanding among which were the ultra-modern 
designs of Jean Puiforcat, recognized as the leading 
creator today of extremely modern silver design. 

According to Mme. Bachelder, there are two distinct 
trends of design followed at present in European silver, 
the ultra-modern and the nature-trend. The latter, 
which shows the unfolding of a leaf or flower, is worked 
out in the precious metal. She cited the Orchid pattern 
as an example of the designs so popular just now on the 
other side of the Atlantic. 

She also told of the fineness of solid silver in the dif- 
ferent countries. ‘The standard in England and Amer- 
ica is practically the same—925/1000 pure. In France 
it is the highest of any other country, 950/1000 pure; 
in Germany, the law has required silver to be 800/1000 
pure: However, at present they are endeavoring to raise 
the standard to that of this country and England. 
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REPOU SSE 
PATTERN 


J ferling _filver 


IN FANCY 
PLAIN BACK 


























Prices—Attractive 


w B® 


Weights Good and Substantial 


Dozen 
Salad Forks (Individual) $18.00 
Coffee Spoons 8.00 
Orange Spoons 18.00 
Bouillon Spoons 18.00 
Ice Cream Forks 18.00 
Oyster Forks 15.00 
Butter Spreaders 20.00 


Retail Prices—Subject to Discount 
Repoussé hollowware to match. 


Matching odd pieces in Sterling Silver our 


Specialty. 


The Schofield Company 


Designers and Makers of Sterling-Silverware 
Joseph D. Little, Manager 


Baltimore, Maryland 
Established 1871 
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ROBERT || Sell 
BRUCE || Bowling 


(A Flatware Design) r 
b Trophies 
Graff, 
Washbourne 
& Dunn 


The design is a 


b 
faithful _repro- iliac there S 
duction, even to 


the three tined “ ready 
forks, of an An- market 


cient Norman 
pattern. 





It is in a class of its own, 


and is not offered as a 
[he bowling season is on. That 


means bowling trophies to be sold— 
and a profitable business for the alert 
jeweler who goes out and corners the 


competitor of commercial 


flatware. Its character is 


so unusual as to appeal to : seme eur 


those of culture and re- 
Show Sheets trophies to the many 


finement who desire a prospects in your vicinity. Point out 
plain pattern which is the fitting beauty of these prizes— 
their sound construction—their en- 

different.” during quality. Sales—profitable sales 
5 are sure to result, for Sheets tro- 

phies speak for themselves in _ this 





The strength of the de- 
sign requires a masculine 
name which matches its 
strong beauty. By happy 
coincidence, the name of 
Bruce is found to have 
originated in Normandy, 
from whence the Bruces 
crossed to England with 
William, the Conqueror. 


GRAFF, WASHBOURNE & DUNN 


Silversmiths 


142 West 14th Street New York City 





| Trade Mark 


As distribution is care- 

ox >> fully regulated, it is 

suggested that descrip- 

Manufacturers of the tive folder and other 

finest in Silverware information be inquired 
for more than 30 for. 

years. 














SILVER 
REPAIRING 


We maintain, for the 
convenience of the trade, 
a special department for 
repairing and refinish- 
ing old silverware, 
pewter, etc. Our charges 
are reasonable — esti- 
mates cheerfully given. 


ready market. 


Special bowling trophies — standard 
trophies with etched bowling figures— 
and trophies for practically every sport 
are made by Sheets. Use the coupon 
below to get immediate detailed in- 
formation and illustrated booklet. 


SHEETS 


ROCKFORD 


LVERPLATE 


SHEETS -ROCKFORD SILVER CO. 
1008 Mulberry Street, Rockford, Ill. 
Send me detailed information about Sheets 
trophies. 


Name 


Address 
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What the Well Dressed 





YF omen Are Y¥ earing 


We feature Costume Jewelry in Tur- 
quoise, Jet and Turquoise, Crystal 
and Jet effects. 


Our necklaces, bracelets, earrings and 
costume ensembles reflect the latest 
modes and offer creations that the well- 


dressed woman can’t resist. 





Amber, Topaz, Amethyst, Carnelian, 


Specialists in 
Costume Jewelry J 
Made with 


Semi-Precious Stones 


Crystal, Green Onyx, Chalcedony, 
et, Lapis, Rose Quartz, Turquoise, 
etc. 


LEWY & COMPANY 


329 FIFTH AVE. -:-_ -:- -- -- NEW YORK 

















KETTLES OF FINE QUALITY 


MADE TO ORDER 


Custom Made 
Kettle Designed 
To Accompany the 


Antique Teapot 
Shown Below. 


S. HENNELL, LONDON 
1794 





CURRIER & ROBY 


EXPERT SILVERSMITHS 
217 E. 38th ST. NEW YORK 
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WATERFORD GLASS - - - 


. .. ++ No mere imitation but the same as produced by our 
Irish ancestors whose fine 
traditions are faithfully 
carried out in our Corning 


factory 
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HAW KES 









Write for our new illustrated 
Brochure on Waterford Glass 


Just Published 


bet ee 
a 











T. G. HAWKES & CO. 


CORNING, N. Y. 


Makers of Rock Crystal Glassware for Over Half a Century 


Pacific Coast Office 
New York Office 140 Geary St. 
542 Fifth Avenue San Francisco 
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method to build 
greater profits 
for your store. 


Set them a table 
and use this 
modern selling 





















Photo by courtesy of A. H. Heisey & Co. 


Selling Glassware Across the Table 


With the spirit pointed becomes a center of attraction and a builder of 


of tradition as a background the modern hostess delights glassware sales. Opportunity knocks at the door of the 
in extending hospitality to her friends. Nothing gives alert merchant, and those who take advantage of the 
her greater pleasure than her well appointed luncheon or chance to build up their stores as headquarters for fine 
dinner table. Here she has opportunity for expressing glassware will profit not alone in the sales of this mer- 
her personality in the selection of her glassware and she chandise but also in the extra business that will inciden- 
is indeed fortunate in the fact that present-day manu- tally come to them on their regular stocks. 


facturers offer her a wide selection suited to any decora- 


tive scheme. [., order to make 


his store the headquarters for fine glassware it is neces- 
sary for the jeweler to do more than simply buy a stock. 
He must know what he is talking about and be able to 
present his wares in a way that will convince the pros- 


She knows that there are many details that will be 
noted by her guests and that they will appreciate the 
harmony and good taste evidenced in her accomplishment. 
Therefore she is most particular in the selection of her 





glassware. pective purchaser that what he says can be relied upon. 
What more entrancing welcome to her guests than the One great trouble with many is that they have no real 

dancing sparkle of crystal and the soft blending of colored knowledge of glassware and sometimes the customer may 

glass? Here she is in her element and her hours of study be better informed than the seller. 

and work are amply repaid in the exclamations of pleasure The salesman who takes the trouble to study his sub- 

and approval which her handiwork evokes. ject and who can speak with at least some authority is in 
A table like the one illustrated above is certain to a much better position to handle his trade. He inspires 

charm her friends and here is opportunity for the retail confidence in his prospect and becomes imbued with en- 

jeweler to do real missionary work in selling fine glass- thusiasm for the fine pieces which makes it possible for 

ware. A table in his store tastefully and correctly ap- him to more easily interest prospects. 
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The Pairpoint Corporation 
New Bedford, Mass. 


I I, ona vn che sew kee dk Ke weed Es es DEAK deeded eae ee ae 
eee eee rT ee St. Nicholas St., Montreal, Can. 


I 5 ee ae sc toe Angi wes Virsa gas i noe RRS San Francisco 


Manufacturers of: 


CRYSTAL and COLORED 
GLASSWARE 


SILVER-PLATED 


HOLLOW WARE 


1645—Candle A194— Bowl 1645—Candle 

3% in. High 9 in. Diameter. 3% in. High ian 
12 in. Diameter PEWTER 
14 in. Diameter 


16 in. Diameter PRIZE CUPS —TROPHIES 


“BARRINGTON DESIGN’ FINE ARTS — LAMPS 








HEWN a hostess se- 

lects this stemware, 
then whispers its price to 
another, the‘ inevitable 
happens. Another cus- 
tomer for you! This con- 
tinues .. . and soon you 
re-order. 
No. 7662: deep etched ‘‘Rosalie’’: 
sparkling Topaz bowl on fancy Crystal 
stem and foot. No. 7606%: deep 
etched silvery ‘‘Carlton’’; Crystal bow! 
on square Crystal and Black patented 
cased stem. No. 7620: deep etched 
‘*Priscilla’’: Crystal bell bowl on Black 


and Crystal patented cased stem. Write 
for prices. 


Morgantown Glass Works 
Morgantown, W. Va. 


Our representatives cover the country 


Morgantown ‘ 






















Patterns for celery 
glasses, decanters and 
tumblers used in the 
Waterford glass house 
about 1820-30 











































































































Old Waterford Glass 


Samuel G. Hawkes 


IN my youth, as a 
young American of ten in Ireland, and intensely interested 
in glass, I used to delight in visiting some of the old glass- 
houses in the south of Ireland, even then in ruins. I usu- 
ally went under the guidance and tutelage of an Irish 
gentleman, Robert Day, of Cork, who was an authority 
on and a collector of Irish glass. He inspired in me a 
love and feeliag for it which has grown apace, and has 
been further stimulated by the splendid research work in 
this fine old glass of M. S. Dudley Westropp. 

In the year of 1783, the first factory making fine lead 
glass was established in Waterford, and, at about the 
same time, another in Cork, and for nearly 100 years 
glass making so flourished in Ireland that during this 
time more than 30 factories were operated in different 
parts of the country. But today the industry has com- 
pletely vanished from that land. 


At the present time the term “Old Waterford,” or 
“Old Singing Waterford” (this term due to the rich, 
bell-like tone of the glass when struck), seems to be gen- 
erally synonomous with old Irish glass. Although it was 
made in wide variety in many localities, it is usually very 
difficult to tell from which factory specific pieces really 
come. Nor can it be judged by any common characteris- 
tic, although many people say that the glass made in 
Waterford has a steel blue cast of color which is unmis- 
takable, but I have not found this to be so, as each glass- 
maker strove for the same end, pure crystal quality, which 
none often achieved on account of materials and methods 
used. 

One quality, however, is general in this old cut glass, 
and that was weight, for seldom before, or since, has so 
heavy a glass been made. This was due to the large per- 
centage of lead used, which, in turn, made possible the 



















Modern day reproduc- 
tions of Old Waterford 
Cut Crystal 
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TIRSCHENREUTH 


WE STOCK THIS WELL CAR- 

RIED OUT REPRODUCTION 

OF DRESDEN CHINA IN A 
COMPLETE LINE 


OF 


DINNERWARE 


AND 


TEAWARE 


ALSO IN A VARIETY OF FANCY ITEMS 





STOCK AND IMPORT ORDERS SOLICITED 











PAUL A. STRAUB «& Co. 


105-107 Fifth Avenue at 18th Street 


NEW YORK 














\ PHOTO PORTFOLIOS 


That Will Appeal 


to Your Customers 


B AN IDEAL 
® GIFT NUMBER 


in All Colors and 
Various Sizes 


10x12, 12x15, 14x17 


m Also Made Up in 
™ Special Sizes to suit 
aa the demand of your 
clients. 





Also 


Desk Sets, Waste Baskets, Letter Trays, Port- 

folios, Photo Albums, Book Ends, Jewel Boxes, 

Poker and Bridge Sets, Humidors, Cigar and 

Cigarette Boxes, Photo Frames, Dictionaries, 

Photo Boxes and Telephone Book Covers. 

FOLDING TRAVELING CLOCK CASES ANY SIZE 
For Further Information Write Dept. J 


FLORENTINE CRAFT CO. 
54 W. 21st STREET NEW YORK 
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LUGGAGE 


for the 


JEWELRY 
TRADE 


PL PLT el 


| 








THE TWO STACK CASE 
Russet leather—6” deep inside 
A Complete Line Always in Stock 


Our special order department is equipped to manufac- 
ture all kinds of Luggage in a minimum of time. 





Regulation Telescope Sample Cases in stock; 5 
inches to 15 inches deep inside. Drop front. Black 
Cowhide and Black Fibre in stock. 











Booklet sent on request 


CROUCH & FITZGERALD 


CORPORATION 


345 Fifth Ave. New York 
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beauty of old Irish glass, for it had very wonderful refrac- 
tive power, and that is why it was more brilliant and 
lent itself so well to cuttings so much deeper than in 
earlier glasses. Then, too, the Irish industry was really 
founded because English glass at that time was subjected 
to a high tax on its manufacture, computed by weight, so 
the English naturally cut their glass in lighter decora- 
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An example of Old Waterford Glass from the 
author’s collection 


tions, while the Irish took full advantage and developed 
very deep cuttings, tax tree, for at least of period of years. 

America was her best customer, and the records show 
large shipments to New York, Charleston, Philadelphia, 
Quebec, Newfoundland, and Halifax. 

Fine examples of this old glass are now almost price- 
less, large sums being paid whenever authentic pieces are 
offered for sale. In recent years, the vogue for Water- 
ford glass has been so great that several American manu- 
facturers have made excellent reproductions, which meet 
with ready sale, and any jeweler may be proud to have 
them in his stock, because they are very beautiful, must be 
made by true craftsmen, and exemplify a noble art. 





-The author of this article comes of a family 
who have been prominent in the industry in 
this country as their ancestors were in the glass industry of 
Ireland, many generations ago. He is the president of T. G. 
Hawkes & Co., N. Y., and has devoted years in studying glass- 
ware of all ages and all kinds. This brief reference to the 
antiquity of glassware is the second of a number of articles 
on the subject that we hope to publish later from Mr. Hawkes’ 
pen. x 


IXDITOR’S NOTE- 
of glass-makers, 


Looking Ahead to the Gift Shows. 


For the jeweler maintaining a gift department, the 
program of gift shows to be held in the early months of 
the year offers many features of interest. Chicago and 
New York will be the scenes for displaying new lines of 
giftwares during February, and in March, Boston and 
Philadelphia will hold many attractions for the gift- 
minded buyer. 

The sixth annual midwinter Chicago Gift Show, to 
be held at the Merchandise Mart, Feb. 2 to 7, under the 
auspices of the Gifts, Artwares and Novelties Associa- 
tion, has already announced an impressive list of exhibitors 
and there is every indication that the show will be an 
outstanding event in the trade. Starting on the same day 
and continuing until Feb. 13, the Eastern Manufacturers 
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TO OUR PATRONS 


After January Ist, 1931, we will no longer be represented by Mary 
Ryan, either in New York or in Chicago. 

Mail orders will be received at our Main Showroom and Office, 
15 West 37th St., N. Y. C. 

Our new Chicago representative is J. W. Bakster, Inc., Room 
1511, Merchandise Mart. 


We cordially invite our patrons who are accustomed to select their 
glass in New York at the Brunswick Bldg., 225 Fifth Avenue, to 
visit our new Branch Showroom in Suite 607 of that building. 


F. PAVEL & COMPANY 


Branch Show Room 


Main Show Room and Stock Room 
15 West 37th St. NEW YORK —=—s225 Fifth Ave. 




































Constructive Thinking and Action 


Will Revive American Business 
It, therefore, becomes the duty of all of us to think, talk and act constructively about 1931. 


The strategic retreat that American Business has been forced to beat has, by the consensus of dependable opinion, been completed. 
In many cases our business casualties have been over-emphasized. To resume the advance that has characterized every five year 


period of our history, we must rout out of our minds every vestige of defeatism. 

Confidence and action must take the place of fear and indecision. 

Our feeling is that the great majority are waiting for some movement that will reassure them in stepping out boldly for 1931 ac- 
complishments. It must be a decisive step, prompted by clear thinking and resolute action. 

We all have an inherent confidence in the future of America, which, when confronted with dependable facts, can be rallied into 
effective action. A phrase which will crystallize and dramatize the desire to resume our advance will form a banner around which 
all may rally our best efforts. 


“1931 AMERICA—FORWARD MARCH” 


This phrase has been offered by the United Business Publishers, Inc., to Business America, to other business publications, to business 
associations and to the press in the belief that confidence will be stimulated; and that direction will be given to a decisive step 


into 1931’s activities. 

All UBP publications are aggressively sponsoring constructive programs based upon an appraisal of the immediate needs of the 
industries which these publications serve. We propose to give direction and stimulus in these fields, and carry this campaign through 
our business publications to over 250,000 leading industrial and merchandising establishments, and through our consumer publica- 


tions to over 1,000,000 American homes. 


The Jewelers Publishing Corporation 


239 West 39th Street Division of United Business Publishers, Inc. New York 
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& Importers Exhibit at the Palmer House, Chicago, will 
offer buyers a diversified selection of gift merchandise. 
The management of this show is in charge of George F. 
Little, 220 Fifth Ave., New York, who is well known in 


the gift trade and has for many years been associated with 
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the supervision of gift shows. There will also be a show 7 4 
sponsored by the National Gift and Art Association at ~ 4 
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the Stevens Hotel, Chicago, from Feb. 2 to 7. 

The New Yorker Hotel will house the New York 
Art-in-Trade Show Feb. 23 to 27. This show is also 
under the direction of Mr. Little, and jewelers who at- 
tended his show at the New Yorker last August will 
realize its importance and make every effort to attend. 
Coincidental with the Art-in-Trade exhibit will be a 
show at the Pennsylvania Hotel, New York, sponsored 7Z 7 
by the National Gift and Art Association. 

The New England Artwares Show, also under the 
management of the National Gift and Artwares Asso- 
ciation, will be held at the Copley Plaza Hotel, Boston, 
March 2 to March 6. This will be followed by a similar 
exhibition in Philadelphia, sponsored by the same or- 
ganization and to be held at the Adelphia Hotel, March 
9 to 13. Another show to be held in Boston, March 2 to 
6, is that of the Associated Eastern Exhibitors, which will 
have quarters in the Statler Hotel. This display is also 
one of Mr. Little’s offerings. 
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ASSWARE YW for your table 
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O critical merchandisers, and their equally dis- 

criminating customers, Heisey offers fine blown 
stemware, exquisite plates, flower bowls, candle sticks 
and, indeed, complete table services in high quality 
glass. The patterns are triumphs in design, the colors 
are delicate and unusual. The Sahara tint outrivals 
other yellows. The rare Alexandrite is the only 
amethyst brilliant under artificial light. Your patrons 
will find displays of Heisey glass alluring. 


A. H. HEISEY & CO., NEWARK, OHIO 





Your Silent Partners on Inventory Day 
(From page 117) 

ever, be thoroughly satisfied that the merchant’s books are 
reliable, because invariably this not only reflects the char- 
acter and integrity of the merchant, but also the character 
of the business he operates. 

Insurance policies may be difficult to read and under- 
stand properly and it is recommended that the merchant 








submit such contracts to his accountant, who will have Advertising Forms for our 
sufficient knowledge of commercial law to interpret their ' : F 
meaning and recommend proper procedure as to the books. 62nd Spring Buying . Anniver- 
The wise merchant will not be content to say, “I do not 

understand bookkeeping” or how to keep a set of books, sary Number, which will be the 
but I can employ a bookkeeper who will know everything 

—— March Issue, close on February 


Such a merchant is placing too much of a burden on 
his employee and is liable to suffer, due to lack of knowl- 
edge and experience in the correct method of taking inven- 
tories and the adoption of a system that has proved satis- 
factory to all concerned. 

To be thoroughly informed regarding all contracts and 
in all the various activities of his business so that he may 
not only direct it, but also be in a position to detect and 
expose errors and fraud and to know at frequent intervals 
his exact business standing is the duty of every modern 
business man. 

A set of books and records conducted on sound prin- 
ciples are invaluable. They not only show the general 
results of the commercial career, but admit of analysis 
by which the success or failure, the value or other worth- 
lessness of each particular transaction can be ascertained. 

In a word, they promote order and regularity, are a 
safeguard against losses, help boost business and profits 
and encourage fair dealing and honorable enterprise. 

If any reader has a bookkeeping or accounting problem 


5th—Reserve Space Now. 




















Simplicity is the Keynote of this Creation 
Hand made sterling silver boudoir set with black enamel 
border endowed with charm and expressive of distinction 











that puzzles him, the writer will be glad to answer it to KING'S ENAMEL AND SILVERWARE. Inc. 
the best of his ability without obligation. 7 West 45th St New York City 
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Cuicaco, Jan. 15.—This evening the Chicago Jewel- 
ers’ Association, again won the admiration of more than 
600 jewelers, for the great success of its 53rd annual 
banquet. The yearly banquet of the association is an 
event looked forward to all during the year by its mem- 
bers and their guests who come from 
all over the United States. 

The banquet was held in the 
Grand Ball Room of the Palmer 
House. The banquet committee 
planned the details of the affair 
many months in advance and the re- 
sult of their work was apparent. 
They were busy up to the last minute 
seeing that everything was taken care 
of and that everything took place on 
schedule time. 

Guests commenced arriving a few 
minutes past 6 p.m. to give them time 
to mingle with friends and enjoy the 
good fellowship that always prevails 
on this occasion. “They assembled in 
the Red Lacquer room where they 
partook of the appetizer, “Clam- 
Delice.” The reception committee 
was on hand to greet members and 
guests and to see that they were all 
acquainted. 

At the sound of the bugle at 6.50 
o’clock, the doors of the banquet hall opened and mem- 
bers and guests found their places. When this had been 
done members of the reception committee in charge of 
honor guests entered in a flood of light and escorted them 
to their places in the hall. 

After the invocation by the Rev. John Timothy Stone, 
the ensemble sang “America.” Following this, President 
Harry E. Radix, made a brief speech of welcome during 
which he said: 


ADDRESS OF PRESIDENT RADIX 


“Progress is a relative term. It perseveres even in 
the face of adversity and depression. It presages a healthy 
advance in the evolution of material things to a much 
cherished goal and achievement. The progress of the 
jewelry trade and industry, through its recognized lead- 
ers is already blazing the trail and forging ahead with 
an indomitable will and spirit, to a successful return 
to normalcy. 

“We are a luxury loving people. Our revived and 
continued prosperity will sustain us in the enjoyment and 
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Harry E. Radix, President 














promotion of the jewelry art made so famous by Celini 
and the noted artisans who succeeded him. Our industry 
caters to and supplies the esthetic creations that have 
charmed humanity since the beginning of man. It is 
only fitting that there should be demonstrated to the 
world, the progress and modern spirit 
of the jewelry industry. Let us, there- 
fore, be well in the vanguard as her- 
alds of an augmented enlightenment, 
and real material factors in the 
“Pageant of Progress.” 

“Our souvenir this year is em- 
blematic of the cheerful note which 
we prophesy will prevail and_per- 
meate the entire field of industrial 
endeavor—may its fragrance ever re- 
mind us of the beauty and ornamental 
excellence of our handiwork. 

“In the name of our ancient craft 
—in behalf of the entire jewelry 
trade, and as guests of the Chicago 
Jewelers’ Association, I have the 
honor to welcome you to this pro- 
cession of progress—our fifty-third 
annual banquet. I thank you.” 

The time from 7.30 to 9 o'clock 
was devoted to serving of a most 
excellent menu, during which Verne 
Buck and his famous radio recording 
orchestra entertained. Verne Buck is known as the 
“Prince of Pep,” having been christened so by the Prince 
of Wales recently. 

Shortly after 9 o’clock President Radix, announced an 
intermission, during which time the ball room was cleared 
of tables and chairs arranged for the evening entertain- 
ment. 

A special 10 piece orchestra from the Palace Theater 
entertained and played for the entertainers. There were 
10 good numbers presented, all headliners from the 
Palace and leading vaudeville houses in the city. <A 
special large stage had been erected for the occasion with 
two modern pieces on each end. 

This but briefly and inadequately describes the banquet 
going on this evening in the beautiful ball room. 

One of the main attractions in the banquet hall is the 
beautiful illuminated silver curtain directly in the rear 
of the speaker’s table. Above the speaker’s table “C. J. A.” 
is emblazoned in gold letters. 

The souvenir, a beautiful flacon of perfume, met with 
general approval. 
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NEWARK 


t QUALITY JEWELRY 








Jewelers’ Settings and Solders 


Refiners and Smelters 


BAKER & CO., INC. 


Murray and Austin Sts. 


Wefferling, Berry, Wallraff Co., Inc. 


Makers of 


Fine Emblematic Jewelry 


Eight Rose Street 





BARRASSO & BLASI 


THE HOUSE OF CAMEOS 
10 and 14K Cameo Jewelry 
CAMEO BROOCHES 
Sunray Crystal Pendants, Brooches, 

Rings, Earrings and_ Bracelets 
Diamond Mountings Ladies Stone Rings 
at the right price 
Sold through Wholesalers only 


31-33 Governor Street Newark, New Jersey 


Sterling Fireless Silver 


Reduces polishing to a minimum and obtains 
lasting brilliance. 


JOHN J. JACKSON & CO. 


All Sterling and Fine Silvers Rolling for the Trade 





HENRY RUFEISEN-IN¢ 


MANUFACTURERS OF 


BINCS OFAMQUALITY. 


Factory and Main Office—126-128 South Street 
Chicago Office, 31 N. State St. 


Send for Samples 


TAGS Bs. 
ARCH CROWN MFG. CO. 


81 Warren St. Newark, N. J. 


Originators and Patentees 





SCHUMAN & DONCHI, Inc. 


Creators and Designers 
of Distinctive Ring Findings 
81 WARREN STREET 


GOLD and PLATINUM SOLDERS 


“CLINTON ALLOYS” 
FOR WHITE, GREEN, YELLOW GOLD 
REFINERS OF PRECIOUS METALS 


Clinton Refining Co., Inc. 
91-93 East Kinney St. 





RINGS—A Specialty with 


LOUIS BLEIBERG 


336 Mulberry St. 


M. ALEXANDER 


Manufacturer of 


GOLD RINGS 


Tel. Mitchell 1453 50 Columbia St. 





Necklace Clasps and Novelty Jewelry 
Rondelles, Barrel-clasps, Costume Jewelry Findings 


MODERN NOVELTY CO., INC. 


126 South St. Newark, N. J. 


LUDWIG ZIMMER 


Assayer and Refiner of Precious Metals, 
Solders and Alloys 


88-90 Kinney Street 








G. B. W., INC. 


10, 14 and 18K Rings—Jobbers Only 
391 Mulberry Street Tel. Market 8320 


New York Office, 93 Nassau St. 








sTERNSEt 


Rings and Pendants to Match 


Stern Mfg. Co., 407 Mulberry St. 
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HOROLOGICAL QUESTIONNAIRE 








a connection with The cutter blanks should also be lapped smooth on both 
our work of making special parts for fine movements, we sides, and should be of uniform thickness throughout. 
have at hand an imported watch which requires a bevel Assuming that the two blanks have been suitably pre- 
winding pinion and a winding and setting clutch. How pared, we shall proceed to form the edge of the blank te 
shall we proceed to make suitable cutters for milling the: the proper contour. The form of the epicycloidal tooth 


teeth in the above parts? 

Answer.—Assuming that we wish to make each of 
these parts to match properly, our first step will be to 
provide suitable cutters for forming or milling the teeth. 
We shall require three cutters for this job; one to form 













the ratchet teeth on the ends of the pinions and a cutter A 
to form the epicycloidal teeth on each pinion. For the 
epicycloidal teeth, we shall provide blanks of Stub’s steel 
five-eighths of an inch in diameter by one-sixteenth of an 
inch in thickness. As the ratchet teeth cannot be milled 
straight across the face of the pinion without risk of cut- Fig. 1 
ting into the opposite side, we shall require a special small 
cutter for this purpose, which may be made of round may be approximated with the graver by comparing with 
Stub’s steel rod 0.125 of an inch in diameter. the original teeth of the pinion. ‘To obtain the exact 
The large cutter blanks should be bored to fit the form of the tooth curve, we shall make use of a special 
cutter arbor accurately, and it must be borne in mind tool as shown in Fig. 2. The special tool is simply a 
that the center holes of milling cutters should fit the piece of steel adapted to fit the tool post of the slide rest. 
arbor closely at their center but should never be a close It is made with a separable jaw as shown at “A” which 
fit at the outsides of the hole. All such holes should be is held in place by a locking screw as shown at “B” and 
‘curved outward from the center on each side, as shown the jaw may be adjusted parallel by means of the ad- 
at “A” in the cross-section in Fig. 158, so that the cutter justing screw as shown at “C”. The feature of this type 
imay adjust itself flat and true with the collar of the center of holder is simply to hold a small section of any steel | 
arbor, which it might not do if the close fitting hole was wheel or pinion in which we wish to duplicate or repro- 
bored through the blank at a slight angle from truth. duce the tooth curve. The method is very simple and | 
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General Offices: 
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LEES & SANDERS 


A recent testimonial reads ‘The present 
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any desired tooth curve may be reproduced, providing we 
have the old wheel or pinion at hand. 

To form the bevel winding pinion cutter, we shall first 
harden the pinion by heating to a cherry red and quench- 
ing in cotton seed oil. Then we lap off the top surface 
of the pinion until a sharp cutting edge is produced and 
the pinion is secured in the special holder. 

The top surface of pinion which, in this case, is our 


Ca | 


Fig. 2 








NAW 
4 














cutting edge, should be adjusted to set “on the line of 
centers” and with a tooth space presented to the work as 
shown in Fig. 3. The tool is then fed carefully against 
the cutter blank and will accurately reproduce the tooth 
curve required. 

We shall form the tooth curve for the winding and 
setting clutch in the same manner, except that the old 
winding and setting clutch after hardening should be 
ground parallel on two sides to facilitate securing same 
in the special holder. The top surface in this case should 
be ground just enough to expose the full contour of the 
tooth curve. Care should be observed to have the tooth 








\/ 





Fig. 3 


flanks at right angles with the top surface, otherwise the 
tooth curve would be slightly altered in shape. 

It has been previously mentioned that we will use a 
small diameter cutter for the ratchet teeth required to 
eliminate the risk of cutting into the opposite side of the 
pinion when we mill out the teeth. The blank for such 
a cutter is therefore turned from the 0.125 rod. As this 
cutter should have an angle of 30 degrees we may easily 
turn this angle by setting the slide rest at the required 
angle and turning the blank back for about a quarter of 
an inch, forming the cutter blank as shown in Fig. 4. 

Referring to Fig. 4, about half of the reduced portion 
of the cutter blank is an angle of 30 degrees. The other 
half of the reduced portion is simply a curve which is 
produced when the pinion cutter (which is five-eighths 
of an inch in diameter) is fed into the blank and then 
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backed out. In the drawing, it appears as a single curve 
and cannot be shown clearly except in a greatly enlarged 
drawing. 

When the blanks have all been prepared, we may secure 
the two pinion cutters on the arbor and proceed to mill 
the teeth in them. For the watchmaker’s wheel cutting 


attachment, we will recommend from twelve to twenty 


teeth for pinion cutters. A fine toothed cut will usually 
cut much smoother and with less vibration than the coarse 
toothed cutters. The proper milling shape cutter for 
milling out the teeth spaces in our pinion cutters is shown 
at “B” in Fig. 1. In quantity production of pinions, the 


teeth in milling cutters are usually backed off to facilitate 
smooth cutting, but for our purposes on single jobs, this is 
unnecessary. However, our cutters can readily be ground 
on the cutting edges so as to produce a keen cutting edge. 

To mill the teeth in the small cutter for the ratchet 
shape teeth, we may grip the blank in a wire chuck, al- 
lowing the blank to extend just sufficiently to permit 
milling the teeth. Fifteen teeth in such a cutter will 
produce a very fine, smooth cutting tool. A stop should 
be placed on the slide rest and set to limit the depth of 
cut of the milling cutter. ‘Then we may mill one space, 
back out and, after turning the index plate, make the next 
cut. In this manner all teeth spaces will be cut to the 
same depth. 








Fig. 4 


Flew shall we proceed 
to harden and temper the milling cutters which we have 
made? 

Answer.—Fo harden the cutters we may cover them 
with soap, which will prevent the formation of scale, then 
heat to a cherry red and quench in cotton seed oil. An 
easy way to handle such hardening jobs is to place the 
cutters on a small iron wire, hold them in the Bunsen 
flame until the proper heat is attained and then plunge 
edgewise into the oil. The small cutter may be held in 
the tweezers and should be plunged lengthwise into the 
oil. After hardening the cutters, they may be tempered 
by brightening the surface and drawing to a very light 
straw color. However, very little tempering should be 
done on such cutters as we want them as hard as possible. 
If the cutters have been carefully covered with soap, there 
will be no scale form on the steel. 

If you wish to have a specially keen cutting edge on the 
large cutters, we may place them on the arbor and grind 
the cutting edges of the teeth with an alundum wheel of 
the same shape as the pinion cutter which we used for 
milling out the tooth spaces. To make such grinding 
accurate, the cutters should be lapped smooth on the sides 
and to uniform thickness throughout, then placed on the 
arbor singly and after adjusting the grinding wheel “on 
the line of centers” the cutting edges are ground. If the 
grinding wheel is adjusted properly “on the line of cen- 
ters” the cutting edges of the teeth will be radial with 
the center of the cutter and will do their best possible 
work when ground so. 
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JOHNSON, MATTHEY & CO.,, Inc. 


Inaugurate with 1931 
the manufacture of 


M 
WEDDING RINGS 


Blanks—channeled 
Azured or Engraved 
in 
“Guaranteed Platinum” 
Tel. Bryant 9-4645 


15 West 47th St. New York City 
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In NATIONALLY KNown SuHops 


Leiman Bros. reversible top work benches are generally considered as 
standard shop equipment. | 

This is because these substantially and attractively built laboratory 
benches give longer life, are better made and have: features that appeal 
to experienced workers. 

Over forty years of experience 
and a practical knowledge of the 
needs of our users have made 
Leiman Bros. Work Benches na- 
tionally accepted. 


IO 


KO 


Write for catalog and price list of DESCRIPTION 


Leiman Bros. shop equipment 


- Hard Maple, Reversible Tops 
Leiman Bros., Inc. b lto4Man Sizes 


Special Built-in Features 


185 Christie St., Newark, N. J. Big Drawers, Rustless Metal 
New York Corporation, 23 Walker Street "css Gee wad Bien 


MAKERS OF GOOD MACHINERY FOR 40 YEARS 
FOREIGN EXPORT INQUIRIES SOLICITED 
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WORKSHOP WOMES € QUIEIRITIES 


2??? Wedding Ring Overlay Job. 
—Please state in your column of Work Shop Notes the 
method of making old wedding rings into hand carved, 
and how do they cover the above with white gold or 
platinum.—T. O. 


Answer.—Lhere are various methods of overlaying 
wedding rings with white gold or platinum. Certain of 
these methods are followed in large shops which have 
every facility at hand for turning out first class work in 
the shortest space of time. Such methods will not be 
considered in this note as the average small shop cannot 
handle it. But, if you have a ring sizing machine, rolling 
mill lathe and soldering outfit, the method which follows 
may be adapted to your requirements. Our first step 
will be to learn the width and thickness which is required 
in the finished ring. Assuming that a ring is brought in 
for overlaying platinum or white gold and the ring is 
4 mm. wide or 2 mm. thick. The platinum or white 
gold stock which is used for overlay jobs is usually about 
0.035 in thickness. This thickness may vary of course, 
but 0.035 is amply thick enough to produce a first class 
job. Assuming that our job is to be overlaid on top 
and sides and that the finished ring must be 2%4 mm. 
wide by 2 mm. thick, our next step will be to turn the 
ring down to the proper dimensions. This may be readily 
done by placing the ring on a wooden mandrel held in 
the lathe and reducing to size with the graver. We must 
make due allowance for the stock which will be used in 
the overlay; in this case, deduct 0.020 for the two sides 
and 0.010 for the thickness. If the size of the ring must 
be altered, it should be done previous to turning down to 
the new shape and it is best to make it about one-half 
smaller than the required size as the ring may be enlarged 
slightly in overlaying. Where the proper shape is pro- 
duced, we may measure over the outside of the ring and 
determine what size band will fit the outside diameter 
of our remodeled ring. By using a slide gage, we may 
easily determine this. We will assume that a flat band 
ring size 10 will fit over the remodeled ring. ‘Then our 
next step will be to determine the width of this thin band. 
This may be done by folding a piece of hard paper over 
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the outside of the ring. We will assume that the width 
should be 5 mm. 

Our next step will be to roll out a piece of stock to 
0.010 in thickness, then cut to the proper width which is 
5 mm., and the proper length to make a ring size 10. 
This strip of stock should be rounded up and welded to- 
gether. There is no objection to soldering except that 
the seam may show in the finished work. Such a seam 
might prove to be objectionable in some cases. After 
welding, the thin band may be rounded on the mandrel 
until it just fits snugly over the remodeled ring. ‘The 
ring should be placed in the center of the band and 
soldered securely in place, using a very small amount of 
solder, just enough to hold it in place. 

Our next step will be to use the ring sizing machine 
and force the thin band down over the ring, using rather 
a wide die at first and gradually working into a die of 
proper width to shape the ring to the desired shape. In 
most wedding rings there will be engraved letters which 
are worn very much and we must preserve the original 
engraving. This may be done if we are careful. In very 
light engraving, it is best to protect the engraving by 
placing a piece of paper around the mandrill while we 
are forcing the metal over the ring. ° 

Assuming that the metal has been forced over the 
remodeled ring, then we may proceed to trim the inside 
edges and work them down smooth with a burnisher. A 
bezel chuck is a great help in such work, as the rough 
edges may be quickly smoothed in the lathe and then 
burnished down hard against the edge of the ring, which 
makes a very neat job. 

Our job of overlaying is now completed. If it is de- 
sired to carve the ring, this is simply an engraver’s job 
and is carved with the regular tools that are used for 
engraving. Most rings of this type have a row of fine 
beads or mill graining around the edge. This work may 
best be done by placing the ring on a mandrel and mil- 
graining in the lathe with a suitable tool. Such mill- 
graining may be produced better and sharper in the lathe 
than can be done by hand, although very good work may 
be done by hand. 


Caution must be observed in carving or chasing the 
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END for our new 1931 Catalog 
showing standard jewelry store 
fixtures in the latest up-to-date de- 
sign, and let us tell you how a remod- 
elling program may be inaugurated 
using only a single new display piece. 
Every jeweler should have this help- 





ful catalog of fixtures on file. Re- 
fixturing, rightly handled, may be 
YOU CAN REMODEL - made at small cost, with 100% 


And use only one New Display results. Ask our advice—No obliga- 
Piece. Send for our 1931 Cata- tion! 
log today! 


F. C. JORGESON & COMPANY 
159-167 No. Racine Ave., Chicago, IIl. 


F. C. Jorgeson & Company Chicago 








* aaa 


WANTED " 


If you can use ready cash, p recious 
ship us your old jewelry, Metals 
filings, sweepings etc. We 
will recover all the precious . 

metals contained in your Gold, Silver 
scrap and send our check p | atinum 
extra promptly.Our reputa- 
tion assures you satisfaction 





IN PLATE and WIRE 


Le. 


SPYCO HACSTOZ 


SMELTING & REFINING CO. 
55 SOUTH THIRD STREET and S O N 
709 Sansom St. 


INNEAPOLIS, MINN. 
“i PHILADELPHIA, PA. 


—————s 























design as, if solder does not flow evenly, the shell will be 
cut through due to the air pocket formed where the 
solder did not flow. This is the main difficulty in pro- 
ducing a good job. This can be overcome by welding 
the shell to the ring. 


, fF Pourteon Karat Plating Solution. 
I have been trying to do 14-karat plating on watch cases 
and similar pieces. So far, I have not been able to obtain 
the proper color.—M. H. L. 


Answer.—Al!most any shade or color of gold may be 
obtained if we proceed in the proper manner, but any 
karat solution requires uniform results. It is best to 
eliminate silver entirely from karat solutions as the plat- 
ing when done with a solution containing silver is more 
liable to tarnish. 

For 14-karat solution try: 


Distilled water ........... 2 quarts 
| er re 5 dwts. 
Sodium cyanide ............. 5 ozs. 


Copper carbonate—sufficient to obtain 
the desired shade. 


The fine gold should be reduced to chloride, which 
may be done by placing the gold in an evaporating dish 
and adding about four times the weight of aqua regia, 
i. e., three parts hydrochloric acid, one part nitric acid, 
each C.P. Heat should be applied until the gold is in 
solution, then the mass should be evaporated to a dark, 
thick syrup and removed from the heat. When cool, 
add about four ounces of distilled water and filter through 
filter paper to remove any slight amount of silver chloride 
which may have formed. In this form, we have gold 
chloride which is ready to add to our cyanide solution. 
The cyanide may be dissolved in the water and the gold 
chloride added, stirring constantly until thoroughly 
mixed. Then add small quantities of copper carbonate 
until the desired shade is obtained. Heat should be ap- 
plied while plating; about 120 degrees to 130 degrees is 
a good working temperature. The solution should be 
well stirred with each addition of copper carbonate and 
after plating the work should be scratch brushed and 
examined carefully until we obtain the desired color. 

Copper carbonate may be obtained from the chemical 
supply houses, but we can easily make it and it will dis- 
solve much more readily when it is made up fresh. 

To make copper carbonate, dissolve one pound of cop- 
per sulphate in two quarts of hot water. Then in an- 
other vessel, dissolve one pound of sodium carbonate (sal 
soda) in hot water. Add the sodium carbonate solution 
to the copper carbonate solution with constant stirring un- 
til effervescence ceases. Allow this to settle, then syphon 
off the clear liquid and add more hot water. Repeat 
this operation several times, until the sodium sulphate is 
washed out. ‘Then stretch a piece of cheesecloth across 
a large jar and place two filter papers on the cloth. 
Pour the copper carbonate into the filter papers and most 
of the water will be filtered out. The copper carbonate 
obtained in this manner will readily dissolve in our 
cyanide solution. 

The anode for 14-karat plating may be made by alloy- 
ing 14 parts fine gold with 10 parts oreide. This makes 
an anode that is free from silver; it will not readily 
tarnish. The anode should be rolled out to about 24- 
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gage and suspended in the solution on a wire or strip 
of the same material as the anode. 

We have mentioned that heat should be applied while 
plating articles. In this connection, it should be borne 
in mind that many shades may be obtained simply by 
varying the temperature of the solution. “The tempera- 
ture may vary from 60 degrees to 200 degrees. At 60 
degrees we obtain the palest shade from a given solution 
while at 200 degrees we obtain the darkest shade and 
between these ranges of temperature we may obtain all 
of the various shades of color between the palest and the 
darkest shade. ‘The strength of the current which is 
used for plating also governs the color of the deposit to 
a great extent; a weak current usually tends to bring 
out the richer tones, while a strong current will tend to 
bring out the paler shades. 








Notable Increase in Importation of German 
Clocks into the United Kingdom 


WASHINGTON, D. C., Jan. 5.—An increase of nearly 
600,000 clocks imported into the United Kingdom was 
recorded during the first nine months of this year com- 
pared with the same period of last year, according to Al- 
fred Nutting of the American Consulate General, Lon- 
don. This growth in imports, however, was due entirely 
to increased German shipments, which rose to 2,159,225 
clocks valued at $1,466,203. Imports from the United 
States were valued at $46,100 for only 27,590 clocks, as 
compared with $79,976 for 117,876 clocks during the 
first nine months of last year. 

The decrease in the number imported from America 
was particularly heavy, representing a decline of no less 
than 77 per cent from the 1929 figures for the same pe- 
riod and of 135,266 or 83 per cent for the same period of 
1928. 

On the other hand, American clocks rose in average 
import price from 68 cents in 1929 to $1.67, an average 
price which far exceeds that of clocks from any other 
overseas source. In the current nine months the lowest 
average import price per clock was 68 cents for the Ger- 
man article, with 84 cents for French clocks, and 99 
cents for clocks from unnamed countries. Since a year 
ago American clocks had the lowest average import price, 
it would appear that all other sources than the United 
States have taken advantage of the fall in commodity 
prices. ‘The German average price declined 4 cents, the 
French by 15 cents, and “other sources” by 44 cents. 

The total importation of 2,503,425 clocks during the 
period was valued at $1,803,675 as compared with 1,922,- 
582 clocks at $1,503,947 in the first nine months of last 
year, and with 2,205,858 clocks valued at $1,824,665 
during the same period of 1928. 
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GOLDEN RULE REFINERS AND MANUFACTURERS SINCE 1912 





EXTRA 
DOLLARS 
FOR 1931 


Skilful refining of your scrap 
gold will bring you those extra 
dollars in 1931. 


Send your bench and floor 
sweeps, filings, grindings, pol- 
ishings, sink settlings . . . any- — 
thing containing any precious 
metals ... to Hoover & Strong 
for refining. The amount of 
the check will please you. 


If you prefer, payment will be 
made with Hoover Products. 
Send for list and prices. 


Te mare 


oover & Strong ARES e 
119 West Tupper Street, a N.Y. 








> REPAIRING < 


MESH BAGS, LEATHER BAGS 
BEAD BAGS, FANCY BAGS 


HINGES, TASSELS, MIRRORS, FRAMES, LININGS, 
SNAPS, ETC. 


> PLATING < 


GOLD—SILVER—PLATINUM 
CHROMIUM 
Baby Shoes Metalized 
Operating one of the largest shops in the middle west. 
Specializing in repairing and plating of jewelry, silver- 
ware, bags and art metalware enables us to guarantee 
the immediate and perfect execution of your work. A 
quarter century of successful experience aided by the 
latest complete mechanical equipment assures low cost, 
dependable service and your entire satisfaction with 
each job. 


> SILVERWARE < 


REPAIRED, POLISHED, PLATED, LACQUERED 


SWARTZ & CO. 


THE SILVERSMITHS BLDG. 
10 S. WABASH AVE., CHICAGO 




















Sweep Specialists 








whether your lot of 


FLOOR SWEEPS 
POLISHINGS 
CRUCIBLES 
SOLUTIONS 


INVES OIL 


for 50 years the Standard Lubricant 
for Watches and Clocks 


Buy of Your Jobber 





WATER WASTE 


is small or large we guar- 
antee to send you a 
very fair return 




















The S.S.WHITE DENTAL MFG. CO. 


Industrial Division 
152 West 42d St. New York, N.Y. 


Established in 1844 Member of J. B. of T. 





HAVE YOU USED OUR SOLDERS AND ALLOYS? 
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SOMETHING DIFFERENT”) 


GENUINE ELK TEETH 


Every size. Natural color on end, or white. 
A large stock. A variety on selection. 
Wholesale to jewelers. Fine cut gems. Moss 
agate from Montana mounted in gold, cut 
and uncut. Choice stock. Uncut gem stones 
by ounce. Every piece of goods fine grade. 
$30,000 stock. 

Buckskin bead work from 16,000 Sioux. 
Some of all they make. All the ancient 


stone work of the U. S. Every sort found. we 


Warranted genuine. 47th year. 





“L.w. STILWELL 


DEADWOOD, S$. DAKOTA 


& 


BER SS 
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BUSINESS OPPORTUNITIES—Cont. 


ARE YOU GOING OUT OF BUSINESS? 
We pay highest cash value for entire 
stock or part of jewelry, diamonds and 
fixtures; communicate with us, it will 
be to your advantage; rating and ref- 
erences of the highest order. Van 
Praag & Co., 545 Broadway, New York, 
established 1889. 


WE PAY MORE; before selling 
jewelry or fixtures, see us; small or 
large stock; we see you at our ex- 
pense and give bona fide cash offer ; 
(or send surplus stock and get cash 
by return mail); best references. 
Colmes Brothers, 11 Beacon St., 
Boston, Mass. 


GANSBERG BROS., INC., will buy your 
surplus or entire stock and fixtures or 
estates for cash: our direct outlet 
enables us to pay you higher prices; 
all communications strictly confidential ; 
bank and trade references of the 
highest character. Write 37 Maiden 
Lane, New York. Telephone John 3454. 


HIGHEST CASH PRICES PAID for 
your surplus stock of diamonds, 
watches and jewelry; send your 
stock to me and receive money by 
return mail; national bank refer- 
ences; all business strictly confiden- 
tial. Emil Noel, 29 E. Madison St., 
Chicago, IIl. 


IF YOU WISH TO RAISE MONEY 
uickly and surely, our dignified, ef- 
ective, personal, modernistic sales ser- 
vice for reliable jewelers will solve 
your problem; or if you wish to sell 
out, we will buy your complete jewelry 
stock and fixtures (large or small), 
and pay best cash price; all communi- 
cations treated in strict confidence. 
Write or wire, Simon Cohen, 527 White 
Building, Buffalo, N. Y. 


WANTED TO PURCHASE, established 
old line jewelry business, in South- 
ern town, doing approximately 
$75,000 volume, or over; must have 
good reputation; must be willing to 
sell at a sacrifice; advise at once 
full information. Address “O., 
5001,” care Jewelers’ Circular. 


DO YOU WANT TO REALIZE MORE 
for your entire stock and fixtures? 
Then sell out completely to us, get your 
cash and retire; it is the only logical 
Way; you can profit from our many 
— experience in the jewelry market 
y receiving our appraisement quickly 
and accurately; all correspondence 
kept in strictest confidence: ship your 
dead or surplus stork to us, express 
collect and realize the cash by return 
mail; remember that vou are under no 
obligation to keep the check if it is 
not satisfactory; but others have been 
satisfied, so no doubt you will be. too; 
bank and trade references furnished 
upon request; wire or write today to 
have our representative call on you, 
or send in that surplus goods and re- 
ceive your cash. Gordon Bros., 333 
Washington St., Boston. Mass. 























Watch Work for the 
Trade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 





TRADE WATCH REPAIRING by skilled 
mechanics; try us; 30 years’ experi- 
ence. G. Edward Fleisher, Lancaster, 
Pa. 


RELIABLE REPAIRING of American 
and European watches; prompt service. 
= ccna 520 W. 145th St., New 

ork. 


J. R. ONCLIN, watchmaker for the 
trade, Room 606, 29 East Madison 
St., Chicago, Illinois. We use no 
cleaning machine. 


TIMEOLOGY = TIME-SERVICE watch 
and clock repairing, all kinds: American 
and European, for the trade; prompt 
service, expert workmanship. Samuel 
Bernard, 516 Fifth Ave., New York. 


WATCHMAKER, highest references, 
wants work at home; promptly done, 
fully guaranteed; discounts regular 
work. Thomas G. Clark, 1211 Cambria 
St., Philadelphia, Pa. 


CAROLINA TRADE SHOP; fine watch 
repairing and engraving; prompt ser- 
vice, reasonable prices, satisfaction 
guaranteed: no cleaning machine used. 
Box 1102, Raleigh, North Carolina. 




















SATISFACTORY SERVICE; fine and 
accurate watch repairing, small or com- 
plicated ; new parts made for any make 
watch; highest references. M. Aschen- 
dorf, Expert Mechanical Watchmaker, 
65 Nassau St., New York. 





WATCHMAKER, 20 years’ experience, 
used to close rating, formerly with lead- 
ing New York City jeweler, would like 
work from one or two stores; prices will 
be reasonable; best of references. For 
further information address “E., 4943,” 
care Jewelers’ Circular. 





WATCH REPAIRING TO THE TRADE 
with a guarantee; positively no watch 
cleaning machine used; every move- 
ment taken apart; only experts em- 
ployed; seven day mail order service; 
at it since 1921: let us convince you. 

A. Peck & Company (formerly 29 
East Madison St.), now located 55 E. 
Washington St., Chicago, Ill.; members 
National Jewelers Board of Trade. 











Special Order Work and 
Repairs for the Trade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word.’ 





To Let. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 





PART OF PARTITIONED OFFICE to 
be sub-let, furnished or without. Apply 
Room 1205, 22 West 48th St., New York. 


FOR RENT, PART OFFICE, down town; 
furnished ; reasonable rent. Room 88-A, 
37 Maiden Lane, New York. 


DESIRABLE OFFICE TO SUB-LET, 
North light, 28th floor; $75 per month; 
burglar alarm and partitions gratis. 
Room 2808, 580 Fifth Ave., New York. 


WE ARE taking a larger office and 
would consider a few reliable firms or 
individuals for office space. A. Shapiro 
& Sons, 48 W. 48th St., New York. 


DESIRABLE ROOM with large window 
for watchmaker, engraver or jobber, 
with private entrance; size 137 square 
feet. Apply Suite 1308, 15 West 47th 
St., New York. 


SMALL OFFICE, three windows, North 
light, suitable for diamond dealer; low 
rent; safe, diamond scales, office furni- 
ture, for sale; bargain. Gismond, Room 
114, 180 Broadway, New York. 


DESIRABLE OFFICE to sub-let; North 
light ; burglar alarm, partition and safe; 
lease 16 months from Jan. lst; room 
602, 22 West 48th St. Apply Room 408, 
20 W. 47th St., New York. 


DESIRABLE SPACE in Heyworth Build- 
ing for watchmaker, diamond dealer or 
representative; will take care of office 
when away. Address “Circular, 255,” 
1104 Heyworth Blidg., Chicago, III. 


EXCEPTIONALLY most desirable half of 
office, North light, telephone and sten- 
ographic service, suitable for diamond 
dealer. Room 1102A, 22 W. 48th St., 
New York. 

PRIVATE SECTION of a nice office for 
rent; young lady constantly in attend- 
ance to take care of all messages; 
privileges of safe and office equipment. 
William E. Lynch, 15 Maiden Lane, 
New York. 


BENCH ROOM TO LET, good for plat- 
inum or gold jeweler, or watchmaker, 
or engraver, or diamond setter; also 
special desk for diamond dealer, with 
diamond scale; rental very reasonable. 
Room 805, 74 West 46th St., New York. 


STORE FOR RENT; jewelry store in the 
best business section of Atlantic City, 
J., main street; fully equipped with 
fixtures, no stock; ample room for 
optometrist, work shop, etc,; established 
35 years; excellent opportunity. H. O 
Hurlburt & Sons, Philadelphia, Pa. 












































Wanted to Rent. 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 





DESIGNING, etching, lettering, sports 
scenes, fine line etching of portraits, 
landscapes, and ornamentation relief or 
intaglio. J. J. Kwik, 512 Franklin 
Ave., Nutley, N. J. 














Wanted to Purchase. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 


GUN REPAIR WORK for the trade; 
expert shotgun, rifle, revolver and auto- 
matic pistol repair work; send for 
wholesale gun and ammunition cat- 
alogue. A. F. Stoeger, Inc., 509 Fifth 
Ave., New York. 











WANTED TO BUY, used optical equip- 
ment of every description; also your 
surplus optical merchandise. Address 
“K., 4571,” care Jewelers’ Circular. 





WANTED, used Webster-Whitcomb regu- 
lar watchmaker’s lathe, 11 or 12 inch 
bed; must be in good _ condition. 
Hughes, 30 Park Ave., Rochester, N. Y. 


Wanted to Exchange. 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 
WANTED, L & R watch cleaner; will 
trade minute crystal machine, small 
diamonds or new Elgin wrist watches. 
Address “A., 5123,’ care Jewelers’ 
Circular. 














FOR GOOD WORKMANSHIP and prompt 
service, send your special order work, 
repairing and diamond setting to Quast 
& Olsen, 5 S. Wabash Ave., Chicago, 
Tll., manufacturers of platinum and gold 
jewelry, Send for our 1931 catalogue. 


TENTH YEAR of perfect pearl string- 
ing; largest and best equipped 
establishment of its kind. Louis 
Maisner, 16th Floor, 48 West 48th 
St., New York. 


THE JEWELERS’ SHOP SERVICE of 
36 West 47th St., New York, offers you 
the best workmanship in repairing small 
and complicated watches and clocks 
also jewelry repairing, engraving and 

diamond setting; one trial will convince 

you; mail orders attended promptly. 

Phone Bryant 9-7626. 











WATCHMAKER, American, A-1 mechanic, 
wishes to rent space in first class store, 
New England preferred. Address “G., 
4990,” care Jewelers’ Circular. 


HMliscellaneous. 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 











WATCHMAKERS! Increase your ability 
through the hly recommended books: 
“Rules and ctice for on 
Watches,” and “Practical Balance an 
Hairspring Work”; circulars on_ re- 
quest. Walter Kleinlein, Waltham. Mass. 

LEARN WATCH REPAIRING; practical 
courses for beginners and advanced 
students; day and evening sessions; 
enrollment limited. Standard Watch- 
makers Institute, 111 West 11lith St., 
New York. Established 1921. 


PATENT YOUR IDEAS. Call or 
send me your sketch or sample for 
confidential advice ; trade-marks reg- 
istered in the United States Patent 
Office; free consultation. Z. H. 
Polachek, Registered Patent At- 
torney-Consulting Engineer, 1234 
Broadway, New York. 

















Executive Board of Retail Jewel- 
ers’ Associations of New York 
Elects Officers 


The annual election of the Executive 
Board of Retail Jewelers’ Associations of 
New York were held Jan. 9 at the Hotel 
Astor. ‘The following were elected to 
office: Chairman, Phineas Peters; vice- 
chairman, I. Firkin; secretary, Herman 
Shapiro, and treasurer, Henry Astor (re- 
elected). 

An advisory committee was created, to 
be composed of the officers of the Board 
with the retiring president as chairman. 
This came as a tribute to Mr. Landeau, 
whose untiring efforts as chairman of the 
Board for the past five years brought a 
rising vote of thanks from the members 
upon his retirement from the executive 
seat. Joseph Mazer, of Joseph Mazer Co., 
Inc., 10 W. Forty-seventh Street, acted as 
temporary chairman, presided over the 
elections and installed the new officers 
with fitting ceremony. Mr. Mazer was 
present at the meeting in order to inform 
the Board of his efforts to persuade the 
London Diamond Syndicate to back an 
effective publicity campaign to make the 
people of the United States “diamond con- 
scious.” 

A letter sent to the manufacturers of 
nationally advertised jewelry articles by 
Charles T. Evans, secretary of the A. N. 
R. J. A., regarding the price differential 
question was considered, and Mr. Evans 
announced that he had had replies from 
several of the concerns in which they 
recognized the virtues of the resolution on 
price differential made at the last national 
convention. 





Brotherhood of Traveling Jewel- 
ers Meets in New York 


The Brotherhood of Traveling Jewelers 
entered into its forty-second year at the 
annual meeting held Jan. 10 at the New 
York Athletic Club, Seventh Avenue and 
Fifty-seventh Street, New York. This 
meeting was followed by the short ses- 
sion of the Traveling Jewelers’ Associa- 
tion, after which members of both organi- 
zations enjoyed a dinner in one of the 
private dining rooms at the club. 

The business of the meeting was com- 
pleted in short order, the following being’ 
chosen to serve in office for the ensuing 
year: President, G. H. Niemeyer; vice- 
president, W. I. Royce; secretary and 
treasurer, A. L. Woodland. This begins 
Mr. Woodland’s twenty-first year of ser- 
vice as secretary, and both Mr. Niemeyer 
and Mr. Royce were re-elected to office. 

At the opening of the meeting, following 
the secretary’s report, President Nie- 
meyer gave a spirited and encouraging 
address, speaking “about business gener- 
ally, and the jewelry industry in particu- 
lar.” He said in part: 


ADDRESS OF PRESIDENT NIEMEYER 


“We all know by now that 1930 was a 
bad year. Let’s forget it. What every- 
body seems to want to know now, is 
when are things going to be better. Well, 
I don’t think anybody knows that. When 
things show an improvement is going to 
depend upon us. 
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“What I have said up to now may 
sound pessimistic to you; but I am any- 
thing but pessimistic. I have a greater 
faith in the future of this industry than |] 
ever had before. It has existed since the 
beginning of time and will be here long 
after you and I are gone; but I want to 
emphasize this: That we must recognize 
and appreciate that the buying habits of 
the American people have changed. And 
don’t think for one minute that you can 
fight against these changes successfully. 
Many of you have been trying to do it by 
trying to get rid of jewelry that belongs 
to the horse-and-carriage and petticoat 
age. And how disheartening for a real 
salesman who really works hard to sell; 
and mind you, I’m not blaming the manu- 
facturer altogether for that. I believe 
that the retailer is just as much at fault 
So, gentlemen, the opportunities in this 
business are still here. But as there must 
be changes in what we offer to the public, 
so must there be changes in our methods 
of merchandising and selling—and that’s 
where you come in. . 

“T believe that never before in our in- 
dustry was real salesmanship needed more 
than it is today. The old-time selling 
methods are going to disappear to a very 
large extent. There are still going to be 
some ‘soft’ jobs, as there always are in 
every line, but I predict that beginning 
with the bosses, there’s going to be a little 
less week day golf this year, a little more 
thinking, and an awful lot more of work- 
ing. 

“You men before me represent the big- 
gest and strongest force in the jewelry 
industry of this country. You’re human 
sponges; you reflect the mental attitude of 
the thousands of people that you see in a 
year. You have the ability to change the 
trend of thought of thousands of people. 
For Heaven’s sake, use your influence in 
the right direction. Stop this idle chat- 
ter and gossip. ‘Think constructively; 
talk encouragingly; because you are about 
to meet the greatest challenge you ever 
met in your life. Are you going to meet 
it? I know you WILL!” 

Archie Rutherford read the Brother- 
hood poem, part of the yearly ceremony, 
and Secretary Woodland read a list of 
those members who had died during the 
past five years. 

The secretary reported a membership 
of 396, just four less than the quota, and 
the treasurer’s report was speedily passed 
upon by the members. 


TRAVELING JEWELERS’ ASSOCIATION 


The Brotherhood’s session was imme- 
diately followed by the meeting of the 
Traveling Jewelers’ Association. Pres- 
ident Arthur C. Brown made a short re- 
port; Secretary Steiger announced a total 
membership of 372, and then the elections 
took place. The following were unani- 
mously chosen to serve during 1931: Pres- 
ident, Hugo M. Steiger; secretary and 
treasurer, A. L. Woodland; Board of Di- 
rectors, A. C. Brown, N. B. Elting and 
W. Schute. 

The conclusion of this meeting brought 
the members of both associations together 
once more after a year of separation, all 
joining in the dining room to enjoy the 
banquet. 
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Christmas Trade Dropped 


Number of Sales and Customers About Normal But Average Purchase Less— 
High Priced Pieces Show Greatest Decrease 


Reports from leading jewelers in 
the principal cities of the country 
while differing in some particulars as 
to business of the holiday season prac- 
tically agree unanimously on one 
point, that is, that the higher priced 
merchandise showed the biggest drop 
in both the number and volume of 
sales and that the best business was 
done in the more popular priced lines 
of diamonds, jewelry, in novelties, 
silverware and watches, the number of 
sales was not much below normal nor 
was the number of customers served. 

Reports of the decrease in business 
varied greatly, according to the local- 
ity and the character of the jewelry 
stores reporting, ranging from a drop 
of 10 per cent to a drop of 40 per 
cent on the total volume of sales. How- 
ever, nearly all report a large number 
of sales and a large number of custom- 
ers, indicating that the Christmas spirit 
was manifested as usual in the demand 
for presents in jewelry stores though 
curtailed income may have brought 
down the value of the average present. 

Probably the poorest reports came 
from the east and the best reports 
from the far southwest, one prominent 
jeweler of Southern California saying 
that the Christmas business of 1930 
was greater than he had ever ex- 
perienced in the total number of sales 
but the total value in dollars was about 
10 per cent less than last year which 
corresponded to the drop in_ his 
sales as a whole during the year. 
Other jewelers in the north, middle- 
west and south reported their total 
number of sales almost equal to that 
of normal years with a drop in total 
volume ranging from 10 to 25 per 
cent. Some of the largest cities like 
Chicago, New York, Philadelphia, and 
Detroit, reported the biggest decrease 
in the sale of their fine jewelry but 
even here the total number of sales 
was in most cases beyond expectation 
though the average was much lower 
than usual. 

Instalment and cash jewelers in the 
same localities and carrying the same 
lines reported generally the same con- 
ditions though in some cases the de- 
creases shown in instalment business 
were due to the fact that they had not 
felt the slump in the business world 
in 1929 the way they did this. On the 
whole, it may be said that most jewel- 
ers did as good or better than they 
expected during the Christmas season 
and practically all are optimistic as 
far as an improvement in business in 
January is concerned. 

The business world has been in- 
flicted by so many false optimistic 
predictions in the past vear that we 
hesitate to inflict any “‘Pollyannaisms” 
on our readers, but we can honestly 
say that a conservative conclusion de- 
duced from the confidential reports 
received from the leaders of the in- 
dustry in all sections of the country 
is far ahead of our expectations and 
indicates that despite the drop in vol- 
ume of sales, the Christmas business 
indicated that the demand for jewelry 
still dominates the public mind and 
that the industry starts 1931 under 
auspices much better than expected 
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and far better comparatively than can 
be found among dealers in many 
other commodities considered by the 
public more essential. 


Editor, THE JEWELERS’ CIRCULAR 





New York’s New Auction Law 
Expected to Effectively 
Stop Fraud 


Bringing to a close the prolonged efforts 
of the retail jewelers of New York to es- 
tablish an effective auction law to curb the 
activities of the “gyp” auctioneer, the 
Mayor James J. Walker, on Jan. 6, signed 
an auction ordinance known as Section 
34-A, amending the Greater New York 
City Charter and taking immediate effect 


as a local law. It reads as follows: 


Sec. 34-A 

Every auctioneer shall cause his 
name and license number to be 
conspicuously displayed at the 
time and place where an auction 
sale is held. On the sale of dia- 
monds, precious stones or other 
jewelry at public auction, the auc- 
tioneer shall cause to be delivered 
to the purchaser, a signed docu- 
ment containing a description of 
the article sold and the representa- 
tions made in regard thereto at 
the time of the sale. There shall 
also be attached to each article of 
jewelry sold at public auction a 
tag, on which shall be printed or 
written a correct description of 
said article. 

The measure was passed by the Board 
of Estimate and Apportionment on Dec. 19 
and came up for hearing before Acting 
Mayor Joseph V. McKee on Dec. 30. At 
this hearing both the retail jewelers and 
auctioneers of New York joined their 
forces in the support of the bill. 

Although the measure was formally sub- 
mitted to the Board by Aldermanic Pres- 
ident McKee, in it are incorporated the 
principal features of a similar bill pre- 
pared by David H. Greenberg, counsel 
for the Executive Board of the Retail 
Jewelers’ Associations of New York, and 
suggested by him as a basis for the pres- 
ent measure. 

Abraham Brill, attorney for the Asso- 
ciated Auctioneers of America, heartily 
indorsed the measure. Mr. Greenberg 
pointed out that the legislation would be 
a boon to the public as well as a protec- 
tion to the legitimate retail jeweler. Jacob 
H. Corn, representing the Association of 
United Auctioneers of the City of New 
York, approved of the bill as “a step in 
the right direction,” saying that it would 
raise the standards of auctioneering and 
protect the legitimate auctioneer. 

The hearing was attended by Mr. 
Greenberg; Phineas Peters, president of 
the Brooklyn Retail Jewelers’ Association; 
Herman M. Shapiro, president of the 
Metropolitan Retail Jewelers’ Association, 
and S. I. Ferkin, vice-president of the 
Bronx Retail Jewelers’ Association. 
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Metropolitan and Bronx Retail 
Jewelers’ Associations to 
Hold Banquet Jointly 


The annual banquet and ball of the 
Bronx Retail Jewelers’ Association will be 
held together with that of the Metropoli- 
tan Retail Jewelers’ Association at the 
Hotel Asor, Sunday evening, Feb. 22. The 
energies of both organizations have .been 
joined to make this affair an outstanding 
event of the season. 

During the dinner the guests will be 
entertained by several excellent acts of 
vaudeville, after which there will be danc- 
ing until 2 a.m. Reservations may be se- 
cured from A. Wolf of the Metropolitan 
Association, 2010 Third Avenue, New 
York, and William Schneiderman, Bronx 
association, 988 Southern Boulevard, 
Bronx. 





Alleged Woman Swindler 
Arrested in Miami, Fla. 


BALTIMORE, Mb., Jan. 10.—An alleged 
woman swindler wanted in Boston for 
obtaining jewelry valued at $5,000 through 
theft and fraud is now under arrest in 
Miami, Fla., where she is charged with ob- 
taining jewelry valued at $3,000 on an 
alleged fraudulent check, according to De- 
tective Lieutenant Alfred E. Cormack of 
the Baltimore detective bureau. 

For several weeks, before going to Bos- 
ton the latter part of November, the woman 
had her headquarters in Baltimore. Ac- 
cording to official complaints received by 
the Baltimore police, the woman obtained 
a bracelet and diamond rings valued at 
$1,575 from Jacob Rockman, Boston 
jeweler, and while in Rockman’s diamond 
room she is alleged to have stolen dia- 
monds valued at more than $3,000 from 
packets. 

She is alleged to have extracted the dia- 
monds from envelopes while the salesman 
left the room for a few minutes. Lieuten- 
ant Cormack returned today from Florida 
and while he was in Jacksonville the 
woman was arrested by detectives after 
she had fled from Miami. Cormack 
brought her picture to Baltimore and 
had it identified. 

She is described as 40 years old, about 
five feet five inches, dark hair and com- 
plexion, and weighing 175 pounds. 








Durgin Plant of Gorham Mfg. 
Co. to Be Moved to Providence 


PROVIDENCE, R. I., Jan. 10.—The an- 
nouncement was made a few days ago by 
officials of the Gorham Mfg. Co., that 
the Durgin plant of the concern, located 
at Concord, N. H., will be moved from 
that city to the main plant in this city 
some time in February. This plant was 
founded by W. B. Durgin in 1840 and 
later was taken over by the Gorham Co. 

In explanation of the move Edward C. 
Mayo, president of the Gorham Mfg. Co. 
states that the transfer of the division to 
this city is in line with the company’s pol- 
icy of concentration of its manufacturing 
activities here. The plant at Concord is 
the last remaining subsidiary outside 
Providence. 





Simplified Practice Rules in 
Silver Trade Continue for 
Another Year 


WasHIncToN, D. C., Jan. 2.—Alexander 
B. Galt of the Division of Simplified Prac- 
tice, Bureau of Standards, has announced 
that the simplified practice recommenda- 
tion for sterling silver flatware has been 
reafhrmed by the Standing Committee 
“without change for a period of one year.” 

Mr. Galt states that “a survey conducted 
prior to the revision meeting, indicated 
the degree of adherence to the recommen- 
dation to be approximately 99 per cent. 
The Division takes this opportunity to 
congratulate your industry on the success 
of its waste elimination effort thus far 
and urges a continuance of your active 
support.” 


Credit Jewelers Convention to 
Be Held in Chicago, 
March 16-17-18 


PHILADELPHIA, Pa., Jan. 4.—The Na- 
tional Association of Credit Jewelers’ fifth 
annual convention and exhibition, which 
opens Monday, March 16, at Chicago, 
bids fair to be the greatest jewelry con- 
vention ever held, according to an an- 
nouncement from the office of: J. Frank 
Newman, executive secretary of the Asso- 
ciation. The sale of exhibition space to 
date has already exceeded the entire space 
sale of 1930, and the 1931 exhibition will 
see 144 spaces filled with the latest in 
jewelry, watches, diamonds and novelties. 

The individual exhibitors are outdoing 
themselves to provide elaborate and beau- 
tiful displays for the benefit of the credit 
jewelers who attend the convention, and 
many of them have promised to have en- 
tirely new lines and models on display. 

The business program will be one of the 
most interesting ever presented to a con- 
vention audience. There will be three 
luncheon meetings and four group meet- 
ings, and the group of speakers will be 
men who have established splendid ‘repu- 
tations in the business world, headed by 
the outspoken E. St. Elmo Lewis, of De- 
troit. 

The social side of the convention has 
not been overlooked. Under the direction 
of Charles F. Baumrucker, chairman of 


the Chicago Convention committee, an 
elaborate round of entertainment has been 
planned. There will be bridge parties, 
sightseeing and shopping trips for the 
ladies, and special features for the men, 
culminating in the banquet on Wednesday 
evening, March 18. 

Manufacturers who have not yet re- 
served space may do so by applying to J. 
Frank Newman, executive secretary, 301 
Rush Building, 13 North 13th St., Phila- 
delphia. 

Credit jewelers throughout the country 
are cordially invited to attend this great 
three-day convention and are requested 
to make their hotel resérvations promptly. 





Review of the Silver Market 
for 1930 


The “Review of the Silver Market for 
1930,” published annually by Handy & 
Harman, this year made its appearance 
Jan. 12, and is one of the most interesting 
ever issued inasmuch as it covers a critical 
period in the country on silver, the price 
of the metal having declined from a low 
level of about 46 cents down to 31 cents 
during the year. The decline and its 
causes are clearly traced in the report. 

The report estimates the world produc- 
tion in 1930 of about 243,700,000 ounces, 
a decline of about 17,000,000 ounces from 
the previous year’s total. The United 
States supplied about 50,400,000 ounces 
and Mexico 105,700,000 ounces. . 

It shows a shrinkage of about 20 per 
cent below the 1929 figures in the indus- 
trial demand of the United States and 
Canada due to an estimated decrease of 
about 25 per cent in the amount of metal 
used in sterling silverware, about 30 per 
cent decrease in the silver plated ware 
industry and about 10 per cent decrease 
in the chemical and photographic fields. 

The report, its quotations and its tables 
should form a valuable addition to the 
business library of every man interested 
directly or indirectly in the silver industry. 





United Hospital Fund Drive 


Supplementing the list published in the 
January issue of THE JEWELERS’ CIRCU- 
LAR, the following are additional con- 
tributors to the United Hospital Fund 
Drive headed by N. J. Stern of Stern 
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Bros. & Co., 2 West Forty-sixth Street, 
chairman of the Jewelry Auxiliary: 
One thousand dollars—Stern Bros. & Co.; 
$500—Tiffany & Co.; $200—International 
Silver Co.; $100—Eichberg & Co.; $50— 
Mayers, Osterwald & Muhlfeld, Inc., 
Oppenheimer Bros. & Veith, Goldsmith, 
Stern & Co.; $25—S. J. Hunter J. R. 
Wood & Sons, Inc., Abraham Shiman, 
Robinson & Sverdlik, Inc., S$. Kaplan & 
Co., C. W. Sommer & Bro., Inc., Finkel- 
stein Bros.; $20—S. C. Powell & Co., 
Marcel M. Mirabeau; $10—DeWitt A. 
Davidson Co., Inc., G. A. Veeck, Inc., 
Abner Shaw & Co., J. W. Kurtz, A. R. 
Katz, Robert H. Klitz, Powers & Mayer, 
Inc., J. W. Johnson, Wolfsheim & Sachs, 
Inc., Milton S. Greenebaum & Co., Oscar 
Heyman & Bros., Herman Oppenheimer, 
Jr.; $5—Lassner & Bamberger, Inc., An- 
drews & Winsten, Inc., Joseph A. Stein, 
I. Tannenbaum Co., F. H. Noble & Co., 
Savoy Watch Co., Inc., Ralph W. Wil- 
son; $3—Zin’ & Kolker; $2—Morris 
Katz. 


Annual Meeting of Jewelers’ 
Square Club 


The annual meeting for the installa- 
tion of officers of the Jewelers Square 
Club of the City of New York took place 
Jan. 5 at the Hotel Piccadilly. All of 
the officers serving during 1930 were 
unanimously re-elected and installed in 
office. They are: George Klinick, presi- 
dent; Edmund G. Flint, vice-president; 
William B. Peck, treasurer; Harry Levy, 
secretary, and Louis C. Baltes, sergeant- 
at-arms. A memorial service was held 
for the late Dr. William F. Rosenblum, 
after which the members enjoyed a pro- 
gram of entertainment. 


President Lilley of A. N.R. J. A. 
on Western Trip 


President Edwin P. Lilley of the A. N. 
R. J. A., accompanied by Mrs. Lilley, is on 
a western trip. They left Jan. 11 for De- 
troit, where on Tuesday evening, Jan. 13, 
they were guests of honor at a dinner ten- 
dered them by the Greater Detroit Retail 
Jewelers’ Association. 

On Thursday, Jan. 15, President Lilley 
will attend the banquet of the Chicago 
Jewelers’ Association and will be in Mil- 
waukee on Friday, where he will confer 
with Wisconsin jewelers and attend a 
meeting of the Milwaukee Jewelers Club 
in the evening. 

On Monday, Jan. 19, he will be the 
guest of the 24 Karat Club of Cleveland, 
and on Jan. 21 President and Mrs. Lilley 
will be honor guests at the annual banquet 
of the Buffalo Retail Jewelers’ Associa- 
tion and 24 Karat Club to be held at the 
Hotel Statler. Vice-President William D. 
McNeil, Utica, N. Y., will also attend the 
banquet. 





Platinum Market 


Platinum prices as of Jan. 12, were 


sae area a eateatay Brat pate GPoalita Ag wieck or ine'6- les $36.00 
Containing 5 per cent iridium........ 42.50 
Containing 10 per cent iridium........ 49.50 
EE abc bbe eRe Re aba Gd eR REO 175.00 
PE, wore yewert ie Pawnee sae 22.00 
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Upholds Jewelry Auction 
Ordinance 


CuHar.oTre, N. C., Jan. 5.—Judge W. 
F. Harding recently upheld the city or- 
dinance on jewelry auction sales, which 
had been questioned in an injunction 
taken out against the city of Charlotte 
and Police Chief Horace Moore by two 
local jewelers. 

The local business men taking out the 
injunction complained through their at- 
torneys that the city ordinance passed 
in August provided for such high bonds 
and such strict regulations governing the 
auction sales of jewelry that it become 
discriminatory, unreasonable and confis- 
catory, and was an unlawful act. 

In the judgment Judge Harding said 
that according to the existing laws the 
case had to be decided in favor of the 
city. 

Attorneys for the jewelers said that 
they would appeal to the Supreme Court 
for a reversal of the judge’s verdict. 


Precious Stone Course at 
Columbia University 


Announcement has been made that the 
evening course in gems and _ precious 
stones that had been conducted for some 
years at Columbia University, New 
York, in its extension division, will again 
be conducted this year beginning Feb. 
9 at the laboratory, Room 504, Schermer- 
horn Extension, on each Monday evening 
from 7 to 9.50 p. m. As in the past, it 
will be under the supervision of Dr. 
Paul F. Kerr, assistant professor of 
mineralogy, and will run to a large ex- 
tent on the same lines as the previous 
course, although some innovations are 
promised. 

The subject will be covered in such 
a manner that the course can be taken 
by beginners as well as by those who 
wish to perfect their knowledge of prec- 
ious stones. Illustrated lectures taking 
up the origin and utilization of the va- 
rious gems will be given at the first part 
of each hour. The subjects included are 
the natural occurrence of gem material, 
the crystal forms of gems, the deter- 
mination of gems based upon the ob- 
served physical properties, and a special 
study of the various types of precious 
stones, gems and ornamental stones with 
special emphasis on simple methods of 
identification. Laboratory practice is 
given in the use of apparatus suitable 
for gem identification. Extensive equip- 
ment has recently been added for this 
purpose. The course begins Feb. 9, 1931. 


If the course is taken by a special stu- 
dent not already registered, the fee is 
$30. There will also be a university fee 
of $7 for the session or any part. A syl- 
labus is provided for the use of students 
in the class, for which a fee of $2 is 
charged. 

Students are required to enroll at the 
office of the Registrar, Room 315, Uni- 
versity Hall. Registration begins Jan. 
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29. Applicants are allowed to visit the 
course once before registering if they 
so desire. 


Dean Westlake Dead 


PeortA, ILL., Jan. 5—Allen Teed West- 
lake, dean of the Bradley Polytechnic 
Institute school of horology, since its 
founding, passed on about 8 o’clock Sun- 
day morning at his home, 204 N. Glen- 
wood Ave. 

He had been in excellent health and 
his death was unexpected. The cause 
of his death was heart attack. He was 
past 77 years of age. 

Professor Westlake was born at Sil- 
ver Lake, N. Y., July 23, 1853, the son 
of Allen and Marilla Westlake. At an 
early age he moved to Wisconsin where 
he learned the jewelers’ and engravers’ 
trade. 

In 1879 he became associated with 
the Illinois Watch Co., Springfield, IIl., 
and was placed in charge of the en- 
graving and printing department. He 
remained with the company until 1894 
when he came to Peoria and was made 
head of the Parsons Horological Insti- 
tute, which had been located in LaPorte, 
Ind., but which was moved to Peoria 
when Mrs. Lydia Bradley founded Brad- 
ley College. 


In 1884 he married Anna J. Conway 
of Springfield, Ill., who survives him. 
Other survivors are two children, Mrs. 
W. E. Tripe, 249 S. Maplewood Ave., 
Peoria, and Allen Teed Westlake, Jr., 
of New York city, and five grand- 
children. 

Dean Westlake, as he was known on 
the Bradley campus and to his former 
students, was the oldest member of the 
faculty in point of years of teaching at 
the institute. He was the personal se- 
lection of Mrs. Bradley to head the 
horology school. He was_ nationally 
known for his work in teaching horology, 
and during the World War his work in 
training men for horological work and 
instrument making was outstanding, as 
was his work after the war in rehabili- 
tation. Under the leadership of Dean 
Westlake the school did remarkable 
work in training former service men for 
peace time occupations. He was called 
to Washington, D. C., to assist in or- 
ganizing the horological institute of 
America. 


Death of Augustus Rhoads 


LANCASTER, PA., Jan. 2.—Augustus 
Rhoads, 86, died Dec. 28 at 3 o'clock, at 
his home, 128 E. Walnut Street, after an 
illness caused by a fall two weeks ago. 
He is the last of his family, the only sur- 
viving relatives being one cousin and 
three nephews. 

Mr. Rhoads was affiliated with St. 
James’ Episcopal Church and was a mem- 
ber of the following Masonic bodies: Lam- 
berton Lodge No. 476, F. and A. M.; 
Chapter 43 Goodwin Council No. 19; Lan- 
caster Commandery K. T. No. 13, Lan- 
caster Lodge of Perfection; Harrisburg 
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Consistory and Zembo Shrine of Harris- 
burg; also Lodge No. 134, B. P. O. E. 

He conducted a jewelry store forty-five 
years at 20 E. King Street, having retired 
seventeen years ago. 


August Henke Succumbs Fol- 
lowing an Operation 





Montcrair, N. J., Jan. 5.—August 
Henke, president of Henke’s, Inc., one 
of Montclair’s oldest jewelry firms, and 
one of the town’s oldest merchants, died 
at the Mountainside Hospital of septic 
pneumonia, following an _ operation 
Christmas Day for intestinal adhesion. 
Mr. Henke had been active in business 
up until the Friday before Christmas, 
when he was taken ill. His home was 
at 12 James St. 

Mr. Henke was born in New York city 
63 years ago. He received his schooling 
in Brooklyn and came to Montclair 41 
years ago. As a young man he was em- 
ployed by Francis H. Piaget, who con- 
ducted Montclair’s only jewelry store on 
Bloomfield Ave., just below Montclair 
Center. 

When the Crane building was de- 
stroyed by fire in 1902, Mr. Henke pur- 
chased the business from Mr. Piaget. 
For several years he had a store at 
221 Glenridge Ave. before taking up 
new quarters on Bloomfield Ave., just 
west of the Hinck building. The busi- 
ness was incorporated, taking his son 
into the business, in 1928. 

He leaves his widow, Mrs. Eleanor 
Jane Henke; two sons, Kenneth A. 
Henke of Caldwell and Donald A. Henke 
of Montclair, partners in his jewelry 
business; a daughter, Mrs. Richard C. 
Lancaster; three brothers, W. O. Henke 
of Montclair, and Charles and J. H. 
Henke, both of Maspeth, L. I., and a sis- 
ter, Mrs. John Creighton of Staten Is- 
land. 


Philadelphia Jeweler Honored 


PHILADELPHIA, Jan. 8.—Samuel Her- 
bach, of the firm of Goldstein, Grossman 
& Herbach, of Philadelphia, was given a 
testimonial dinner at the Penn Athletic 
Club on the evening of Jan. 6 upon his re- 
election to a third term as president of the 
Retail Merchants Credit Association of 
this city. 

Among the speakers who honored Mr. 
Herbach were Myer Simon, president of 
the National Association of Credit Jewel- 
ers, Louis Lefkoe, Mr. Herbach’s two 
brothers and his partner Charles Gross- 
man, Homer C. Davis and Katherine de 
Reeder, secretary of the Retail Merchants’ 
Credit Association. J. H. Friedrich was 
chairman of the dinner and I. P. Linn 
acted as toastmaster. Mr. Herbach was 
presented with an electric percolator ser- 
vice and Mrs. Herbach received flowers. 

John Pasquale, member of the Phila- 
delphia Opera Co... and Mrs. Frances 
Steinberg, radio artist, were among those 
on the entertainment program for the 
evening. 
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RALPH STARR  —— 


Vice President 
tae charge of Advertising 


General Foods 
Corporation 


“T cannot believe that the 
present enormous budgets 
would have been voted by 
responsible business men 
without such a measuring 
stick as the A. B. C. pro- 
vides. Its foundation marks 
the turning point in adver- 


tising.” 
ase nee 


low 


Director of Public 
Relations 


Western Electric 
Company 


“Business would never have 

spent millions to buy circu- 

lation by the pile. Accus- 

tomed to purchase copper, 

lumber or lead by an 

accepted unit of measure, . 
we asked the same type of 

yardstick for space. The 

A. B. C. gave it to us.” 
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An Advertisement by 
AUDIT BUREAU OF CIRCULATIONS 


Advertisers, men who direct the 
budgets of great companies... 

Men who spend money for space 
in order to promote more profitable 
business... 

Looking back over the active dec- 
ades, they search out the turning 
point in American Advertising, the 
period when the confidence of busi- 
ness was won. 

Independently, they agree on time 
and place. 

It was the discovery of the Yard- 
stick .. . The finding of a unit of 
measure for the value of advertising 
space. A unit as positive, as reliable, 
as the measure for coal or wheat. 


Aa 2 - OM 


Sixteen years ago a group of adver-- 
tisers met with publishers and agen- 
cies in Chicago. To bring order out 
of chaos in circulation claims, they 
founded, on May 20, 1914, the Audit 
Bureau of Circulations. 


In 1914, publication advertising 
totalled about $250,000,000. In 1927, 
year of the latest government report, 
it had reached over a billion dollars. 


That this growth could not have 
come without the A. B. C. is the 
judgment of advertisers themselves. 


Founded at the instance of adver- 
tisers, having advertisers in the 
majority on its Board of Directors, 
the A. B. C. exists to safeguard the 
interests of advertisers. 


For them, it forms the bulwark 
against the chaos that once was ad- 
vertising. It has enabled them to 
buy advertising with confidence. 


In recognition of this service, an 
increasing number of leading adver- 
tisers hold membership today in the 
Audit Bureau of Circulations. 


Executive Offices . . « Chicago 
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Trenton Adopts Effective 
Auction Measure 


TRENTON, N. J., Jan. 10.—A local ordi- 
nance controlling the activities of auc- 
tioneers recently adopted by the City Com- 
missioners of Trenton, is said to be among 
the best of its type in the United States 
and very likely will serve as a model for 
similar legislation in other communities. 

The ordinance embodies several impor- 
tant features, one of which prohibits the 
sale of jewelry by auction during the 
month of December. Another provides 
that the jeweler must file with the city 
clerk a complete inventory of the merchan- 
dise to be sold at auction two months in 
advance and that at the conclusion of each 
day’s sale, a summary of the day’s bus- 
iness is to be sent to the clerk’s office to be 
checked against the original inventory. 
This is for the purpose of preventing the 
introduction of substitutes to replenish 
stock during the sale in the form of “fill- 
ins,” “leaders,” etc., a practice prohibited 
by the ordinance. 





Brooklyn Retail Jewelers Hold 
First Meeting of New Year 


The Brooklyn Retail Jewelers Associa- 
tion held its first meeting in 1931 on Jan. 
8, in the Johnson building, 8 Nevins Street. 

Various topics were discussed, including 
the proposed sales tax, retailing whole- 
salers, and the auction ordinance pre- 
sented at a hearing before Acting Mayor 
Joseph V. McKee. A letter to the retail- 
ers of New York State from Wilson A. 
Streeter, chairman of the New York State 
Legislative Committee, was read to the 
members. This letter urged jewelers to 
point out to their State Senators or Assem- 
blymen that the jewelry business is not 
sufficiently profitable to permit the jeweler 
to assume even a small sales tax. A 
primer on State sales taxes by Meyer D. 
Rothschild was also given careful atten- 
tion. 

A letter written by Edwin F. Lilley, 
president of the A. N. R. J. A., to the 
members of that body regarding the whole- 
sale-retailing practices of certain concerns 
was also read, in which jewelers are 
asked to submit any information to the 
association. The legal opinion of Felix 
H. Levy, counsel for the A. N. R. J. A., 
was also considered. 

The date for the annual banquet was 
set for April 19, to be held at the Hotel 
St. George, and after a pleasant hour de- 
voted to refreshments, the meeting came 
to a close. 





Kramer Held for Trial 


Sidney Kramer, New York City jeweler, 
was arraigned recently before Magistrate 
George W. Simpson in the Commercial 
Frauds Division of the Magistrate’s 
Court of New York City, on the charge of 
having obtained credit through issuance of 
a false financial statement. He waived 
examination and was held for trial in the 
Court of Special Sessions on $500 bail. 

Kramer formerly operated a_ retail 
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jewelry store on upper Broadway, New 
York City, under the style of Kramer 
Bros. In a statement filed with the Na- 
tional Jewelers’ Board of Trade it is 
charged that he had claimed as of Dec. 
31, 1929, to possess assets of slightly over 
$33,000, to owe only some $11,000 and to 
have a net worth of approximately $22,000. 

Last August he called a meeting of cred- 
itors, stated that he was unable to meet 
pending obligations, that he owed in ex- 
cess of $57,000 and possessed assets of 
only approximately $30,000. Creditors 
promptly instituted involuntary proceed- 
ings in bankruptcy and applied to the Na- 
tional Jewelers Board of Trade for inves- 
tigation through use of its Fighting Fund. 


_ 
T In announcing the purchase 
of the famous “Lucky” Bald- 
win ruby by Black, Starr & 
Frost-Gorham Co., Clifford 
Black, vice-president of the 
concern said that its pur- 
chase amounted to an affir- 
mation of his concern’s im- 
plicit faith in the intrinsic 
value of fine gems and in the 
ultimate improvement of busi- 

ness conditions. } 
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N. J. B. of T. Holds District 
Meetings 


Announcement has been made that the 
annual meeting of the general member- 
ship of the National Jewelers Board of 
Trade will be held at 2 p. m., Jan. 15, 
at the executive offices of the Board, 22 
W. 48th St. Members of the New York 
district will convene one-half hour ear- 
lier on the same date. The nominating 
committee for the New York district has 
nominated the following four directors, 
to serve for a term of four years: Sig- 
mund Cohn, Cleveland A. Dunn, of 
Graff, Washbourne & Dunn; Joseph L. 
Herzog, of Joseph L. Herzog & Co., and 
S. C. Powell, of S. C. Powell & Co. 





PROVIDENCE MEETING 


PROVIDENCE, R. I., Jan. 10.—The annual 
meeting of the members of the New En- 
gland District of the National Jewelers’ 
Board of Trade was held at the Provi- 
dence office a few days ago with Honor- 
ary Vice-President Aldro A. French of 
Attleboro, presiding. Mr. French made an 
interesting report of the activities dur- 
ing the past year and said the district was 
in a satisfactory condition with an increase 
in membership over that of the previous 
year. Sturgis C. Rice of the Whiting & 
Davis Co., Plainville, and George C. 
Rueckert of the Rueckert Mfg. Co. of this 
city, were elected directors for the term 
expiring in 1935. 

A committee to nominate officers at the 
next annual meeting was appointed as fol- 
lows: Harold E. Sweet of the R. F. Sim- 
mons Co., Attleboro, chairman; Earl H. 
Ashley of the Hoeffer-Ashley Co., Provi- 
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dence, and Frank E. Farnham of the Jewel- 
ers’ Supply Co., Providence. 





CINCINNATI MEETING 


CINCINNATI, Jan. 10.—Louis Lange of 
A. G. Schwab & Sons, was elected chair- 
man of Cincinnati District, National 
Jewelers Board of Trade, at the annual 
meeting held Friday. The newest mem- 
ber on the board is Louis Albert of the 
Albert & Siefert Co., who took the place 
vacated by Emil Bose of the Oskamp- 
Nolting Co. Ralph L. Hinds was renamed 
secretary and counsel. 

A nominating committee was also se- 
lected to choose a director for 1932. This 
committee includes Herman Huber, Harry 
Greenwold and C. E. Richter. 





CHICAGO MEETING 


Cuicaco, Jan. 10.—The Chicago mem- 
bers of the National Jewelers’ Board of 
Trade held their annual luncheon meet- 
ing last Tuesday at the Palmer House. 
About sixty members were present. 

Chairman and Honorary Vice-President 
Jos. M. Kucera outlined in brief the func- 
tions of the National Jewelers’ Board of 
Trade. C. D. Thorpe, manager of the 
Chicago office, made his report on member- 
ship, cost of operation of the Chicago 
office, work done by the office, Arbitration 
Commitee and the fighting fund. Arthur 
Manheimer, chairman of the Adjustment 
Committee, gave his report, briefly outlin- 
ing cases handled during the year. 

J. M. Brande of Rosenberg, Brande & 
Zimmerman, was called upon to make a 
report on the Free letter collection service. 
Mr. Brande explained various angles of 
the collection business. 

W. S. Campbell, chairman of the nomi- 
nating committee, pledged for nomination 
the following as directors to serve for a 
period of two years: Ray C. Wolf, C. & 
E. Marshall Co., and J. R. Featherstone, 
J. Milhening, Inc. 

The following were selected as members 
of the nominating committee for 1931: 
Taylor Strawn, Elgin National Watch; 
Frank Milhening, J. Milhening, Inc.; 
Frank Dean, Associated Silver Co. 

Mr. Kerr, of the Chicago Association of 
Credit Men, who was an honored guest 
of the association, gave an address. 





Shot His Own Watch 


Lynn, Mass., Jan. 2.—John I. Noble, 
jeweler, of 247 Western Avenue, heard a 
noise downstairs on Dec. 29 in the middle 
of the night. He sleeps over the store. 
He grabbed his gun from under his pil- 
low. He took the receiver off the tele- 
phone beside his bed, a signal to central 
that something was wrong. 

When he got downstaitrs he saw a man 
helping himself from the jewelry case. 
He opened fire. The robber ran. 

A few minutes later the motor police 
patrol picked him up as he ran along the 
street. Out of his vest pocket they took a 
watch, one from the jeweler’s stock. The 
case was bent and broken, for it had 
stopped a bullet from Noble’s gun. 

The thief was bound over for the grand 
jury in the sum of $1,500. 
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IMPORTED 
Marcasite Jewelry 


Largest assortment of original imported 
MARCASITE rings, necklaces, bracelets, 
earrings, etc., sterling silver, set with semi- 
precious stones in the newest Fall colors. 
Well rated firms, write for a memorandum 
selection. 


MAISON BEHAR 


303 5th Ave., New York 
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“A necessary 
part of the re- 
tailer’s business 
library.’’ — The 







Beautiful color 
plate, diagrams, 
16 photographs. 
Jewelers’ Circu- 
lar. 


Precious and Semi-Precious Stones 
By Michael L. Weinstein 






A brief and easy-to-read presentation of fundamental 
facts about gems, real and synthetic. With 
tables on the color of stones, chemical 
composition, hardness and specific 
gravities, refractive indices, 
and gem-bearing 
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GX Fm with Special Knowledge 
and Experience in Jewelry 

Ciccounting 


ZEISS & NORMAN 


Accountants and Auditors 
5 East 44th St., New York 


Vanderbilt 5890 
George J. Zeiss, C.P.A. 








James V. Norman 




















ELGIN and WALTHAM 


F aaaaeaiaiiiiaiaie semen 
REBUILT MOVEMENTS in 
BRAND NEW CASES 


=\\ FEBRUARY SPECIAL 
er} $625 fo oz 2 









~@ Cushion 
‘eq Chromium 










Cases 
Leather Orders § 7 Jewels 
Straps not less than 6 





Z, Sample Watch $6.75 
cal / WATCHES FULLY GUARANTEED 


Complete Illustrated Catalogue on Request 


BERK MERCHANDISE CO. 


152 WEST 42nd ST., NEW YORK 












WEDDING RINGS 


THE CHANGEABLE RING 


A beautiful combination of the single 

row diamond guard cing with the various 

and more colorful calibre bands. Of 

simple, revolving construction—instantly 

wee for numerous occasions. Pat. 
8. 








The only ring 





ootling band. Pi Pat. U. 8. 
KLASS & CO. 
Platinum Mountings, Wedding Rings and Special Orders. 


‘ecturing J 
49 MAIDEN LANE — Tel. John 5892 NEW YORK 











4 168 N. MICHIGAN BLVD., 





localities. $2.25 








147 pages 


Isaac Pitman & Sons 2 West 45th St., N. Y. 





GENUINE BOHEMIAN 
GARNET JEWELRY 








Necklaces Brooches Bracelets 
Earrings Finger-rings  Scarf-pins 
and Beads 


HENRY KLAAS CO. 


58 E. Washington St. 
Chicago, Ill. 
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MCRAE AND SHAW 


AUCTIONEERS 


7.% O10 e_» «2 On ©. © Ou 0) 1 Of OD OD. ip tv, DO 


Write For Our Profit Sharing Booklet 


Room 600 CHICAGO, ILL. 











vigine THE WASHBURN 
i MAGIC NUT 
Se 
‘or seat Helier for Ear Studs, Scarf Pins, 
etc. 
a <s) Platinum—18k White 
a 18k — 14k — 10k 
14k R. P. — Sterling 
me PEARL DRILLING, STRINGING 
and Adjusting a Specialty 
ae Repairing and Special Order Work 
“fer Breeches. Send for Descriptive Circular 
Ce, . 
waite, 6 kt 6C. IRVING WASHBURN 
siz. °"*'' 108 FULTON ST., NEW YORK 














Joseph Barnet, formerly representing 
Lissauer & Co., is now connected with 
Gunzburger & Gluck, 20 W. 47th St. 

Harry Cohen, of Jacob Cohen & Sons, 
102 Canal St., left recently for Miami 
Beach, where he will join his family who 
are wintering there. 

Murry Masin, for many years trading 
as the Masin Watch Co., 65 Nassau St., 
is now associated with the Weinstrum 
Watch Co., 93 Nassau St. 

Announcement has been made _ that 
Max Moser has severed his connections 
with Baumgold Bros., Ine., 62-72 W. 
47th St. : 

Morris Rosenfeld, diamond importer, 
68 Nassau St., left recently for the Eu- 
ropean diamond markeis on a_ buying 
trip. 

Henry Joseph has severed his connec- 
tions with Max Duraffourg, Ltd., 580 
Fifth Ave. Julius Simon has joined the 
sales force of that concern. 

Harry M. Levy, sales representative, 
is now connected with De Frece Bern- 
stein, 48 W. 48th St., watch importer 
and manufacturer. 

Leonard Friedman, southern and mid- 
western representative, has severed his 
connections with the firm of Michael 
Levy, 36 W. 47th St. 

The annual meeting for election of ofh- 
cers of the Sterling Silversmiths’ Guild of 
America will take place Jan. 21 at the 
Hotel Biltmore. 

George N. Wallace of the Jules Racine 
Co., will sail, January 16, on the Paris, 
for a six weeks trip to visit the firm’s fac- 
tory in Chaux de Fonds, Switzerland. 

Kittay & Blitz, importers and cutters, 
22 W. 48th St., have opened a branch 
office at 69 Richmonds St., Providence, 
R. I. George F. Rousseau, formerly with 
the Adolph Meller Co., is in charge. 


Harry Goldstein has severed his con- 
nections with the Schein & Engel Co., 
37 Maiden Lane, and Max Templehoff, 
formerly with the Hellbein Stone Co., 
is now representing that concern. 


Miss Etta H. Grossman, for a number 
of years ofice manager of the firm of 
Michael Levy, 36 W. 47th St., has sev- 
ered her connections with that concern 
as of Jan. 10. 

Sydney Graubard, sales representative, 
has joined the staff of Reiner & Berkow, 
Inc., 44 W. 48th St. Mr. Graubard was 
once before in the employ of this con- 
cern. 

B. Pusrin, manufacturer and jobber, 55- 
59 Canal St., has retired from business, the 
firm now being under the management 
of Adolph and Jack Pusrin trading as 
Adolph Pusrin & Bro. 

The annual meeting of the Directors of 
the National Jewelers Publicity Associa- 
tion will take place Jan. 21 at the Hotel 
Commodore, 42nd St. and Lexington Ave., 
at 10 a.m. 

George A. Schuetz, who resigned Janu- 
ary first as vice-president and sales-man- 
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ager of the Traub Manufacturing Co., 
was presented with a gold wrist-watch by 
members of the sales organization. 

In order to avoid any possible con- 
fusion of names, it has been announced 
that the recently deceased David Polak 
was not connected in any way with Jo- 
seph C. Polak of the F. C. D. Diamond 
Corp., 87 Nassau St. 

I. W. Broder is now representing S. 
K. & W., Inc., 87 Maiden Lane, in the 
South and Pacific Coast territory. Irving 
Golden of the same concern is covering 
the Middle West, formerly the territory 
of Murry Kohn. 


With the beginning of the 
year, the diamond cutters of 
Europe, including those of Bel- 
gium, Holland, France and Ger- 
many, entered into an agreement 
with the manufacturers by which 
production is curtailed at 
least 50 per cent. As a matter 
of fact, it may be curtailed more 
than that. 

Some American newspapers 
have misunderstood or deliber- 
ately misrepresented this action 
intended to stabilize the diamond 
market and published reports 
that prices of diamonds instead 
of production of diamonds had 
been cut in half. 

Production was cut to prevent 
reduction in price. 











Editors using such_ reports 
should be shown their error and 
compelled to retract. q J 


The Loupe & Tweezer Club will hold 
its annual dinner-dance and election of 
officers on Jan. 31 at Janssen’s Midtown 
Hofbrau, 1680 Broadway. Abe Feinberg 
of Ansen & Co., 580 Fifth Ave., is in 
charge of reservations. 

Members of the Gem Club enjoyed a 
dinner and bridge tournament Jan. 8 at 
the Fraternity Club, 22 E. 38th St. The 
annual meeting for elections, formerly set 
for Jan. 15, has been postponed until some 
time in May. 

Announcement has been made of the 
withdrawal of Morris J. Bernstein from 
the firm of Bernstein & Roskin, 64 W. 48th 
St. The business will be continued at the 
same address under the name of the Ros- 
kin Mfg. Co. 

Ben Staufenberger, sales representative 
for W. C. Edge Jewelry Co., Newark, 


N. J., who has been recuperating from his ° 


recent illness at the Barfield Sanatorium, 
Tucson, Ariz., has recovered sufficiently 
to communicate his gratitude to his many 
friends in the trade for their solicitude 
during his sickness, and reports that he 
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is now staying at the Pioneer Hotel, Tuc- 
son, and is well on the road to recovery. 

The auction sale of the collection of 
precious gems and mounted jewelry of 
Trabert & Hoeffer Co., Inc., which was 
planned to settle the estate of the late 
R. J. Trabert and scheduled to be held 
under the auspices of the American Art 
Association, Anderson Galleries,. has 
been cancelled, the heirs having decided 
upon other means for liquidation of the 
stock. 

Preparations are nearing completion for 
the winter frolic of the Maiden Lane Out- 
ing Club. Featured performers have been 
secured for the entertainment of the 
guests and the reservation list is growing 
daily. The event will be held at the New 
York Athletic Club, Feb. 11, and dinner 
will be served at 6.30 p.m. Tickets may 
be obtained through any of the following: 
Leo Leddy, J. Harry Anderson, Jerry 
Grant, Jack Keenan, John Wirth, “Andy” 
Anderson and Ross Donaldson. 

A. E. Fisher, diamond broker, 10 W. 
47th St., has offered a reward of $10,000 
for “information leading to and result- 
ing in the recovery” of 30 loose dia- 
monds lost Dec. 13 by his wife, Mrs. 
Ethel Fisher. She had taken the stones 
from a vault in the Chase National Bank 
at 18 E. 48th St., and was planning to 
send them to Mr. Fisher at the Hotel 
Statler in Boston. Carrying them in a 
blue envelope wrapped in a newspaper, 
Mrs. Fisher walked down Fifth Ave. and 
upon reaching 47th St. she noticed that 
the envelope was missing. Mr. Fisher 
placed a value of $100,000 on the gems. 

The New York Jewelers Benevolent 
Association held its first meeting for 
nomination of officers for the ensuing year 
Jan. 6. The nominations are as follows: 
For president, Jack Goldstein, Louis Fried- 
lander, Adolph Pusrin; first vice-presi- 
dent, Sam Yampolsky; second vice-presi- 
dent, L. Levere, B. Rosenfeld, S. Berman, 
Joseph La France; financial secretary, 
Harry Lewis; recording secretary, Arthur 
Bergman; treasurer, Harry Rattner, and 
Sergeant-at-Arms, Barney Deskin. The 
second meeting for nominations and the 
elections will take place simultaneously on 
Jan. 20. 

A new corporation for the manufac- 
ture of novelty jewelry and watch at- 
tachments has been formed at Newark, 
N. J., as of Jan. 1. The incorporators 
are C. S. Bliss, for a number of years 
sales agent for the Bugbee & Niles Co., 
and F. P. Schofield of F. P. Schofield 
& Co., a firm long established in Newark. 
The new firm is trading as the Bliss- 
Schofield Corp., with Mr. Bliss as presi- 
dent and Mr. Schofield, secretary and 
treasurer, and is occupying the entire 
building at 412-414 S. 14th St. The con- 
cern’s New York office is located at 10 
W. 47th St. with Andrew Anderson, 
also formerly with the Bugbee & Niles 
Co., in charge. 





166 


THE JEWELERS’ 





February, 1931 


CIRCULAR 





| WAGNER MFG. 











Special Order Work 
and Repairing 


Every facility for the Pro- 
duction of Special Order Work, 
and fine Jewelry Repairing in 
all its branches. 


We solicit your next consignment. 
co. 


Established 1919 
New York 


114 Fulton St. 














Pat. Feb. 20, 


1917 : : ( 

Pat, May 25, 1920 The Lion Safety Pin Clutch Co. Pat. Feb. 20, 1911 
thod Patente at. May 25, 1920 
May 7, 1929 20 West 22nd St., New York =“ pat. No. 1712276 


Protection Ring Guard 


Holds ring secure and comfort- 
able on finger. Made in all col- 
ors. 14K gold. I doz. assorted 
on a card. 




















Boyajian’s Sons Co., Inc. 
64 West 48th Street New York 
A complete line of SEED PEARL 
and HAND MADE FILIGREE 
JEWELRY. GOLD AND SIL- 
VER SETS in all semi-precious 
stones. Memorandum selection 
sent on request. 




















TORTOISE SHELL, IVORY AND 
PEARL REPAIRS AND _ SPECIAL 
ORDERS IN REAL AND IMITATION 


Combs and brushes for Refills in mountings. 
New mirrors and steel fittings in Toilet Sets. 
Fans Repaired. 

Write for Estimates 


HARRY E. DAVIS, 807 Sansom St., Philadelphia 









A Better Jewelers Cement 









= D@ULE TITE 


“| A better, more selentifie jewelers cement that does the Job cleaner and 
Ai} more effectively. Can’t be beat for watch erystals—eracked stones— 
| costume jewelry—as a lacquer—or for stone cementing. Send only 50c. 
i for your bettie of JULE TITE, with simple instructions on how to apply. 
Sent post paid. You'll be amazed with results. 
A. SAUER & CO., Glenn Bidg, 5th and Race St. 
Cincinnati, Ohio 












SEND ALL YOUR WATCH REPAIRS 
TO THE 


FACTORY P. TIECHE 


z:: Quick Mail Service 
New York, N. Y. 


Watch Repairs and Materials 
93-95 Nassau St. 





Established 1845 


10K Solder for 14K Gold 6K Solder for 10K Gold 


JAMES H. DEDERICK’S SONS, Inc. 


Gold and Silver Sheet and Wire 


Also Silver Solder 
44 GOLD STREET 





NEW YORK 














| 





GRIMM and JUDAE CO. 


MANUFACTURING JEWELERS and 
PLATINUMSMITHS 


Special Order Work Promptly Executed 
Immediate Attention Given All Repairs 


31 No. State Street CHICAGO 

















Only 
round stones to appear squere. 


Platinum and White Gold Shells 





71 Nassau St., New York 


“Ba Like” *Phone 
oe A Pe enacote a “Changeable Ri 

e ng 

ring that will mount Joelry—Special Order Work. Patented U. S A 








Non-Tarnishing Flannel 


BAGS and ROLLS 


Samples and price list gladly sent. 


EUREKA MFG. CO., INC. 


TAUNTON, MASS. 


A complete line of Rebuilt ELGIN, WALTHAM and 

other American standard make watches in new cases. 

Hamilton—Illinois—Howard—Elgin 21-J. R. BR. 

watches in original cases, at very low prices. Price list 
ui 


upon request. 
PLONSKY & GREENBERG 
76 Bowery Tel. Dry Dock 7568 New York City 











DISTRIBUTORS OF 


Ladies Baguette Watches 
Gents Strap Watehes 


fH F Y Baguette Movements 


STRAIGHT BAGUETTE MOVEMENTS 
SAY POUDOIR AND DESK CLOCKS 
CLEBAR WATCH COMPANY, INC. 
512 Fifth Avenue Penn. 1511 New York, N. Y. 


HAIRSPRINGS 


Go to a specialist with your hairspring troubles. 
Just send balance wheel and bridge, stud and 
collet to vibrate. Flat or Breguet hairsprings, 
Swiss and American, all sizes. 


SWISS HAIRSPRING SERVICE, Ine. 
116 Nassau Street New York City 




















Have you overstocked for the Holidays? 


raise money or close out 


Whether you contemplate on reducing, 
The man that up- 


completely your stock. Write, wire or phone. 
holds your reputation in your community. 


M. KASNER 
“Tallest Auctioneer in the World” 
Large or small I handle them all. 
509 W. Main St., Oklahoma City, Okla. 





Local and long distance Phone 77278. 








Phoenix te 4" 


For white gold jewelry. 
Pays the large shop— 
Pays the small shop— 
Ask for Pays the repair shop— 
folder W. 





Whit 
| Finis 


Ee” 


Jewelers Technical Advice Co. 


| Albany St. New York City. @) 











CHICAGO: 


Al. Kanberg, director and city salesman 
of the E. 'H. Pudrith Co., Detroit, Mich., 
spent the holidays in Chicago visiting his 
mother and many friends. 

Carl F. Hibben, who for the past few 
years represented the Homan Mfg. Co., 
travelling out of their Chicago office, has 
resigned his position. Mr. Hibben, as 
yet is unable to announce his new con- 
nection. 

R. C. Rettig, upon his recent return from 
New York and the East, announces he has 
taken over the business of the L. Basch 
Co., 218 S. State Street. The name of the 
concern has been changed to the Basch 
Co., Inc., with R. C. Rettig as president. 

Word was received in Chicago recently 
that J. A. Jacobs, vice-president, director 
and manager of the factory of the Eisen- 
stadt Mfg. Co., passed away on Jan. 6 at 
his home in St. Louis. Mr. Jacobs had 
been in ill health for about thirty days. 

Louis H. Green, manufacturers’ repre- 
’ sentative with offices in the Pittsfield build- 
ing, announces his connection with the 
Oriental Bead Co., Berkeley, Cal. Mr. 
Green will represent this concern in Chi- 
cago in connection with his other lines. 

A. Bartel, announces he has resigned 
his position as Chicago manager for the 
Art Metal Co., Republic building. Mr. 
Bartel has been associated with this con- 
cern for the past six years. He will leave 
for the East shortly where he will make 
arrangements for the future. 

The National “In-2-Stay” Corp., Ltd., 
recently opened offices in Chicago at 31 
N. State Street, with L. A. Dutcher in 
charge. This concern has been in busi- 
ness for about six years, and has estab- 
lished headquarters in San Francisco, Los 
Angeles, Seattle and Portland. The com- 
pany manufactures watch crystals. 

Simon Glickauf, who for many years 
was in the wholesale jewelry business, 
passed away recently. He is survived by 
his three daughters, Birdie G. Woltman, 
Carrie G. Thuringer, Grace G. Freiberger 
and one son, Joseph F. Funeral services 
were held from the chapel at 4227 Cottage 
Grove. 

Sam Kutner is again associated with 
his father S. Kutner, importer, 55 E. 
Washington Street, and recently sailed for 
Paris, where he will remain for about six 
months looking over the markets. Mr. 
Kutner was connected with his father for 
many years, but about two years ago went 
with the Stein & Ellbogen Co. 

Val Jones, of Jones & Baumrucker Co., 
and manager of their South Halsted Street 
store, is in a local hospital under observa- 
tion. Mr. Jones injured his knee a few 
years ago and it has been giving him con- 
siderable trouble lately. It is hoped he 
will not be confined long. Charles Baum- 
rucker, has taken over his duties during 
his absence. 

A special meeting and dinner was called 
by Charles Baumrucker, president of the 
Credit Jewelers’ Association of Chicago, 
at the Covenant Club on Monday evening, 
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Jan. i2. The attendance was very good 
and after the general trend of business 
was taken care of, the discussion dwelt 
on the coming convention of the associa- 
tion. All jeweler guests were invited to 
become members of the organization. 


rT “ 

“There is no better busi- 
ness fundamentally than 
the jewelry business. It 
stands out today as one in 
which there has been no 
inflation of prices to cause 
any unstable re-action. This 
is the time for every brain 
and hand to utilize every 
bit of energy, constructive 
thought and every helpful 
suggestion, that will fur- 
nish more power to business 
and will keep competition 
clean and progressive . | 

“The business whiner | 
should be ostracized, the 
grouch banished; the dis- 
couraged inspired. Every 
complaint imagines another. 

“There are many features 
of the present outlook that | 
inspire real confidence. 

“We have a sane ad- 
ministration, millions of dol- 
lars will be expended the 
coming year by the nation 
and states for public im- 
provements. 

“The accumulated  sur- 
plus of years of prosperity 
is stored in many ways for 
our continued use. 

“The readjustment as a 
whole has been greater than 
we realize and the worst 
has been seen. 

“The trades should look 
cheerfully forward to a year 
of renewed prosperity.” 


(From a notice sent out to 
members by President Shi- 
man of the Jewelry Crafts 


Association. ) J 

















~ 


Leo Metzenberg, who for the past 33 
years has been associated with Sears & 
Roebuck, resigned his position recently. 
Mr. Metzenberg formerly was general 
manager of the jewelry department and 
later held the position as merchandise 
manager. A banquet was tendered him 
at the Palmer House by his old associates. 
Mr. Metzenberg, is now making plans for 
a trip around the world. 

“Billy” Lamb and Mrs. Lamb narrowly 
escaped death recently when the large car 
in which they were riding turned over 
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Jewelry News Flashes from the 
Great Central West 


three times when struck by another ma- 
chine. Mr. Lamb received cuts and bruises 
and was burned by acid of the storage bat- 
tery. A window had to be broken to allow 
the couple to free themselves from the 
overturned car. The accident happened 
at Santa Clara, Cal., where Mr. Lamb 
is combining business with pleasure. 

A man was captured in the Heyworth 
building during the holiday rush. He had 
been in the offices of Frank Rasmussen and 
taken two silver frames. He left there 
and went to G. Ed. Trebing and was about 
to pick up two express packages when the 
express man caught him. The silver 
frames were found on him. His case was 
brought up before Judge Jonas, who placed 
him on probation for one year, as it was 
his first offense and his plea was that he 
was unemployed and hungry. In case he 
is arrested again he will have to pay a 
$100 fine and serve one year in the Bride- 
well. 





Gunman Holds Up Cleveland 
Jewelry Store 


CLEVELAND, OHIO, Jan. 10—A_ lone 
gunman help up two clerks in the Green- 
wood Jewelry Co. store at 51 Arcade and 
escaped with loot valued at $20,100 on 
the morning of Jan. 7. 

The clerks, Sol Price and Harry Carr, 
were in a rear room and Price was pre- 
paring to open the safe when the robber 
walked in and, drawing a gun, ordered 
them to be silent, threatening to shoot 
them and stating that he had two “bud- 
dies” waiting outside. 

He then made Price open the safe 
while he t:cd Carr’s hands. He then 
made Price tie Carr’s feet and then tied 
the former hand and foot. He next pro- 
ceeded to loot the safe and methodically 
dumped each tray into a satchel he carried 
with him. He made his escape through 
a rear door into the alley. 


Carr succeeded in freeing himself 
shortly after and released Price. Police 
were notified as was Herman Art, pro- 
prietor of the store. 

The gunman was described as having 
a flat nose and as acting as if he were 
no novice in his line of business. Police 
knew of nobody answering such a de- 
scription and were of the opinion that 
he was not accompanied by pals as he 
asserted. 


Prices of Silver Bars 


aS. 
Government New 
London Assay Sell- York 


Date Official ing Price Official 
Dec. 15 15% 35% 32% 
Dec. 22 1575 34% 32% 


Dec. 29 145% 33% 31% 
Jan. 5 14% 32% 29% 
Jan. 12 13}3 32% 29% 
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